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Plans for the expansion of activi- 
ties by the Rural Electrification 
Administration have been noted 
with much interest by everybody 
except the gas companies. 

vvy 

Promotion of electrical develop- 
ments by the United States gov- 
ernment suggests that gas ranges 
have been relegated under F. D. R.’s 
program to h. and b. days. 

vvyv 

More excitement among drinkers 
was created by those _ full-page 
newspaper ads of Hunter rye in 104 
New England dailies than anything 
that has happened since the Bos- 
ton tea party. 

7. FF 3 

The United States government 
has decided to advertise its baby 
bonds in the magazines this fall. 
The Treasury was undoubtedly en- 
couraged by the success noted in 
the promotion of the quintuplets. 

vvy 

An advertising agency has finally 
sold the United States Steel Corpo- 
ration. The executives of the cor- 
poration were probably dazzled by 
the fact that the agency actually 
knew the names of its 200 subsidi- 
aries. 

vvyv 

After spending its money in ad- 
vertising in a vain effort to sell the 
commuters the idea of paying more 
for its service, the Long Island 
Railway has sadly reached the con- 
clusion that nobody loves a subur- 
ban railway. 

vvyv 

The Rhode Island oyster growers 
are planning to sell their product 
in England and other foreign mar- 
kets. If they have their way, their 
oyster will be the world’s. 

7, 3 F 

Did you see the glamorous girls 
selected for the Green River revue, 
now promoting this famous bever- 
age in night clubs all over the 
country? The advertising man’s 
job is getting more and more inter- 
esting. 

,. 2 F 

Chasers are guaranteed to kill 
the odor of garlic. The most en- 
thusiastic consumer hesitates to 
advertise the fact that he is. 

vvyv 

The new White trucks are 
“streamlined from bumper to tail- 
light,” the publicity says. The chief 
remaining problem is to streamline 
the truck-drivers. 


vvy 

It is reported that the meeting of 
the National Publishers’ Associa- 
tion at Shawnee, Pa., last week con- 
sisted of one session of business 
and three sessions of golf. Evi- 
dently publishers have learned how 
to make conventions practically 
painless. 

eV F 

Now that the architects seem to 
have solved the problem presented 
by the co-efficient of expansion of 
glass as a structural material, they 
may be able to do something about 
the co-efficient of expansion of the 
building industry. 


. > 2 
Bob Zuppke says that football is 
like advertising—the public likes 
both better with the addition of a 
little hokum. 
7 VF 
Prosperity must be back—they’re 
talking once more about million- 
dollar gates for prize-fights. 
Copy Cus. 


CO-OP CAMPAIGN 
BY BANKS URGED 
AT F. A. A. MEET 


Sparks Elected President of 
Organization 


Atlantic City, N. J., Sept. 12.— 
Robert W. Sparks, vice-president of 
the Bowery Savings Bank, New York, 
was chosen president of the Finan- 
cial Advertisers Association at the 
conclusion of its 20th annual conven- 
tion here yesterday. 

Thomas J. Kiphart, publicity man- 
ager of the Fifth Union Trust Com- 
pany, Cincinnati, William H. Neal, 
vice-president of the Wachovia Bank 
& Trust Company, Winston-Salem, 
N. C., and George O. Everett, assist- 
ant vice-president of the First Citi- 
zens Bank & Trust Company, Utica, 
N. Y., were elected respectively first, 
second and third vice-presidents. 

Fred W. Mathison, assistant vice- 
president of the National Security 
Bank of Chicago, was re-elected 
treasurer, and Preston E. Reed, Chi- 
cago, executive secretary. 

The board of directors includes 
E. R. Brown, cashier of the Hunting- 
ton National Bank, Columbus, O.; 
R. H. Booth, Jr., of the National 
Shawmut Bank of Boston; A. R. 
Gruenwald, advertising manager of 
the Marshall & Ilsley Bank, Milwau- 
kee; Jacob Kushner, assistant secre- 
tary of the United States Trust Com- 
pany, Paterson, N. J.; J. Lewell Laf- 
ferty, assistant cashier, Fort Worth, 
Tex., National Bank; John J. Mc- 
Cann, Jr., advertising manager, Na- 
tional Savings Bank, Albany, N. Y.; 
and Louise B. Moyer, director of pub- 
licity and new business for the 
Plainfield, N. J., Trust Company. 

The retiring president is I. I. Sperl- 
ing of the Cleveland Trust Company. 

The next convention of the organi- 
zation will be held in Nashville, it 
was decided. 

In his remarks after being elected 
to the presidency of the association, 
Mr. Sparks reviewed the history of 
the association and of financial ad- 
vertising, and made a strong plea 
for more forceful advertising, regu- 
larly and consistently pursued, in 
place of “emergency defensive” ad- 
vertising. 

“Defensive public relations is 
fraught with danger to you and your 
responsibilities as well as to the in- 
stitutions adopting it,” he said. “It 
is your job and my job as the new 
president of the F.A.A. to convince 
financial institutions that advertis- 
ing works best when it is not emer- 
gency advertising, and that financial 
institutions still have something to 
advertise today.” 


Wilfred Fry Talks 


At the Wednesday morning ses- 
sion, Wilfred W. Fry, president of 
N. W. Ayer & Son, Inc., Philadel- 
phia, told the F.A.A. that “more than 
75 per cent of the banks are still 
using their stereotyped advertising 
forms of the last century. Their mes- 
sages to the public, other than the 
usual statements of condition, are as 
stilted as the old-time business letter 
which began ‘yours of the tenth re- 
ceived and contents noted,” he said. 

Mr. Fry pointed to the “intelligent 
use of advertising by insurance com- 
panies” during the past several years, 
and declared that as a result of this 
advertising the public has come to 

(Continued on Page 33, Col. 1) 


NEW HEAD OF F. A. A. 


Robert W. 


Sparks, 
elected president of the Finan- 
cial Advertisers Association. 


newly- 


N.P.A. OFFICERS 
RE-ELECTED AT 
ANNUAL MEETING 


Publishers’ “Code Authority 
Is Dissolved 


Shawnee-on-Delaware, Pa., Sept. 11. 
—The sixteenth annual meeting of 
the National Publishers’ Association 
closed here today, following the re- 
election of the old officers and direc- 
tors, headed by William B. Warner, 
president of the McCall Corporation, 
at yesterday morning’s business ses- 
sion. 


Hold Final Meeting 


The convention, which was one of 
the most largely attended in recent 
years, also brought to a close the life 
of the code authority of the periodi- 
cal publishing industry. S. R. Lat- 
shaw of the Butterick Company, head 
of the code authority and president 
of the Periodical Publishers’ Insti- 
tute, formed following the enactment 
of the NRA, presided over a final di- 
rectors’ meeting which voted to end 
its existence following the distribu- 

(Continued on Page 29, Col. 1) 


Advertiser Directors 
Of A.B.C. Begin Fight 
On Proposed Changes 


Group Issues Brief Opposing Newspaper Com- 
mittee’s Recommendations; Seeks Proxies 


G. M. Radio to 
Be Handled by 
Campbell-Ewald 


Detroit, Mich., Sept. 13.—With the 
announcement in New York this 
week that the New York office of 
Campbell-Ewald Company has been 
designated to handle the extensive 
winter radio campaign of General 
Motors Corporation, the GMC lineup 
was complete, with the exception of 
Frigidaire Corporation, which is ex- 
pected to announce its new agency 
affiliation within a fortnight. 

The General Motors group’s agency 
affiliations, which have undergone ex- 
tensive changes in the last few 
months, now are as follows: 

G. M. radio institutional—Camp- 
bell-Ewald Company, New York 
office. 

Chevrolet Motor Company—Camp- 
bell-Ewald Company, Detroit. 

Pontiac Motor Company — Mac- 
Manus, John & Adams, Inc., Detroit. 

Olds Motor Works—D. P. Brother 
& Co., Detroit. 

Buick Motor Company — Arthur 
Kudner, Inc., Detroit office. 

Cadillac Motor Car Company (also 
LaSalle) MacManus, John & Adams, 
Inc., Detroit. 

General Motors Truck Company— 
D. P. Brother & Co., Detroit. 

Fisher Body Division—Arthur Kud- 
ner. Inc., Detroit office. 

AC Spark Plug Company—D. P. 
Brother & Co., Detroit. 

Delco Appliance Corporation — 
Geyer, Cornell & Newell, Inc., Roch- 
ester office. 

Delco-Remy Corporation — Camp- 
bell-Ewald Company, Detroit. 

Hyatt Roller Bearing Company— 
Campbell-Ewald Company, New York 
office. 

New Departure Mfg. Company— 
Campbell-Ewald Company, New York 
office. 

Frigidaire Corporation—to be an- 
nounced. 


Last Minute News Flashes 


Continental Can Breaks Campaign on Beer Container 

New York, Sept. 13.—Continental Can Company broke a campaign on 
its new metal beer container with full pages in 20 newspapers in major 
markets today. Spreads are scheduled for the Sept. 16 issue of Time, the 
Sept. 21 issue of the New Yorker, Oct. 5 Collier’s, and November Esquire 


and Fortune. 


Batten, Barton, Durstine & Osborn, Inc., is the agency. 


Forbes Advertising Manager for Society Brand 
Chicago, Sept. 13.—G. M. Forbes has been appointed advertising man- 
ager of Alfred Decker & Cohn, clothing manufacturers, succeeding E. A. 
Grossfeld, resigned. Mr. Forbes was formerly assistant advertising man- 
ager of the company. For the last year he has been with W. L, Stens- 


gaard & Associates. 


Enzinger to Head New Wertheimer Office 
Chicago, Sept. 13—George Enzinger has resigned as vice-president 
and secretary of Morris, Windmuller & Enzinger, to join L. D. Wertheimer 


Co., Inc., New York agency, as vice-president and director. 


He will head a 


new Chicago office of the agency to be located at 230 N. Michigan Ave. 


Chicago, Sept. 12.—Apparently be- 
lieving that the scheduled meeting of 
A. B. C. and newspaper representa- 
tives in New York Sept. 13 would 
prove futile, and that the differences 
of opinion would have to be ironed 
out by the membership itself, repre- 
sentatives of the advertiser division 
of the Audit Bureau of Circulations 
this week began solicitation of prox- 
ies in anticipation of the annual 
meeting in Chicago Oct. 17-18. 

At the insistence of newspaper 
members of the A. B. C. at the 1934 
convention, President Thomson ap- 
pointed a newspaper committee to 
study the Bureau and make a report. 
This report contained many criti- 
cisms of the present mode of opera- 
tion and made numerous specific rec- 
ommendations as to alleged reforms 
which are needed. 

Later, O. C. Harn, managing di- 
rector, issued an analysis of this re- 
port, attempting to show that many 
of the recommendations were ill-con- 
sidered or impracticable. 


“Revolutionary” Proposals 


In the opinion of the twelve adver- 
tiser members who launched their 
campaign this week, “many of the 
(newspaper) proposals, if adopted, 
would not merely change details of 
the Bureau’s structure, but are so 
revolutionary as to imperil its very 
existence.” While stating that “this 
was certainly not the purpose of the 
newspaper committee,” the advertis- 
ers emphasized that “we cannot es- 
cape the conviction that it might re- 
sult from the adoption of the report.” 

The committee added that “no 
more critical situation has ever 
arisen in the history of the Bureau.” 

Designated to receive proxies are 
Stuart Peabody, Borden Sales Com- 
pany, New York; T.-F. Driscoll, Ar- 
mour & Co., Chicago; and William A. 
Hart, E. I. DuPont de Nemours & 
Co., Wilmington, Del. 

Others whose signatures were ap- 
pended to the appeal were F. R. Da- 
vis, General Electric Company, Sche- 
nectady, N. Y.; Ralph Starr Butler, 
General Foods Corporation, New 
York; S. E. Baldwin, Willard Storage 
Battery Company, Cleveland; Donald 
B. Douglas, Quaker Oats Company, 
Chicago; L. R. Greene, Tuckett, Ltd., 
Hamilton, Ont.; Eben Griffiths, So- 
cony-Vacuum Oil Company, New 
York; Grafton B. Perkins, Lever 
Brothers Company, Cambridge, 
Mass.; Ralph F. Rogan, Procter & 
Gamble Company, Cincinnati; and G. 
Ray Schaeffer, Marshall Field & Co., 
Chicago. All are A. B. C. directors. 

Asserting that “many of the recom- 


Directory of Features 


BONNE: «... bE as 10 
Getting Personal 
Information for Advertisers .25 
Newspaper Lineage Figures.30 


Photographic Review of the 
Week 


Radio Programs of the Week.13 
Path: PVONte: cs. crciaiccuen 
Voice of the Advertiser....10 


% 3 b. a 2. a a sig ey es Se ed oR ee ee mn Ae " ‘> ie ac ied 
; : es es 3 at 
Pee, i . : . ° e t z * oS 
: clea ; ero 
os - 
; 
ait - ni 
ae a 
a “ee 
2 ke 
‘ re 
’ five 
' ee 
eee eee Ena NEpEnEnEnNE En Ep ERR EEE ; 
Coan ee 
= Naa a ee 
eee aes " TO 
ores TE ae le ee, ee ee 
eee ie an a ee 14 
7 oe: eee ee 
a: age RRR i cies 
ee Pi Be a ee 
aes Bes i ae 
lity ho SS —_—_—_———,: eae 
aes E eee ic a sae 
“ » age 
eat cae, eee z eS 
ar dies canananiih eer Ulm puateiieaetianniniatenmaipniaigag Py 
ee . ; i ME Rae , Fs md 
a the = ee i a ye 
ini 3 Bie : Sees ae 
eg ‘ ” Si en ce eRe 
egies ae Be 
Bi kceeithat 2 eee 
us 3 : 
4 ed ee Pe 
eee —— "| ce 
is. Ss os a a, qunsusees . 
Le aaa er Spe aa 4 ee ar 
Pee ne on bao a col | Z 
ee Same CESS See ao 
a ae ss Pa oo sessa Bes Beata So neon ke 
= A si 2 at 
mer ss 4 Vinee as lll nel 
peas nce ae ae re ey 
Bit eae Peso ei ee: ” 
Tip isi. nS Saami % ee 
iit team = fs pits ae a cies 
Sa ty Br ia 
fee ae ee 5 ’ net 
eee hye é ? ie 
ee ye Come spats ae e aes 
Ses | a s | si 
os | gai ee ed ome 
oe : ee i range nal 
| ger | aie 
. | : oa 
Pe 
See Pal : 
pees go K < 7 ; 
as - 
Seen 
epee 
sy ney. ae ma 
oe ae Pesih 
~ ?, 
, oe 
a cae 
: = as 
* 
aN ae 
re . a 
eres. ey 
Saat a | 
vile eae rate 
oe Mi Ge 
ae | oe 
a | = 
: | ee ps 
| _ 
tad 8 =. 
a Ge « ie 
Fen Ne ban 
ci taa ‘ oo 
i ecieeta se 
ea : 
ee i. 
SEN Ee mah : 

a 
hate : 
Bc Rae | 

a 
: | SS i 
eee. 
a SO nee 
met Sees B08 
ans 
oh 
oe ie 
Re ae ee oi 
ai ee re 
ee ea a 
by Pies ae A 
pales) = sats ae 
peer . 
pce i 
sci ad Te oe ale 
ee P':.:'.°°°°.—eS@qsGCDOmeOeee 
Pelee teas 3 | ae 
Pov 
=e iat fee) nee 
aaa Pe | 
re ay 
” ey . 
ee 
| Ps, 
| : : 
. . ae 
| a 
ee SE A Re a ene en 
Z : mek ; ae : . : » % 
eyes THe, \ eae “ a BSE He eta Seat eee eta nS mt Salt eh VO Beisel he) late aoa Gs =e RAR a ite 
SAR: Cuneta eh pe nme Fh NSE ie Ol ibs he SS ie 8 ys ae ee oi ae Filer state Ot i 
te Ree yh OS a wipente eT erin ARE RECRENE LS CEE SM Li Mec gine ate laaae Ren riflepteige pew iw mien eat aoc, ee a Int 


2 


ADVERTISING AGE 


September 16, 1935 


mendations were based upon unfa- 
miliarity with the facts or a miscon- 
ception of Bureau rules,” the adver- 
tisers’ committee takes up eleven 
specific suggestions made by news- 
paper representatives, attempting to 
show why they are impracticable. 


Score Inefficiency Charge 


In the last of these, “Efficiency of 
Management,” the advertisers them- 
selves showed some tartness, say- 
ing: 

“Early in its report, the Committee 
says, ‘We know that savings in ex- 
pense are possible in many depart- 
ments,’ but it offers no specific evi- 
dence to support this charge. The 
management has put into effect sub- 
stantial economies after securing the 
best professional advice obtainable. 

“If the committee has anything 
specific to suggest, the Board will be 
glad to consider it. If not, we sub- 
mit that the general charge ought to 
be withdrawn. We advertiser direc- 
tors do not assume perfection for the 
Audit Bureau, but we believe it has 
been efficiently managed and that its 
structure and rules as they exist sub- 
stantially meet the needs of the ad- 
vertising and publishing business in 
1935.” 

The advertisers attribute “a sur- 
prising misconception of the rules” 
to the newspaper committee in a dis- 


cussion of “Basic Rate and Combina- 
tion Sales.” This paragraph, No. 5 
in the category, reads: 

“The Committee says, ‘Through a 
series of technical definitions and 
clever subterfuges developed from 
time to time, considerable circula- 
tion for which less than 50 per cent 
of the regular price is paid is now 
counted by the Bureau as net paid.’ 
It recommends that the definition of 
‘basic price’ set up by the by-laws 
be dropped. In this respect the Com- 
mittee has a surprising misconcep- 
tion of the rules. There has been no 
subterfuge, and we can assure ad- 
vertisers that no circulation has been 
counted as net paid for which less 
than 50 per cent has been collected 
in accordance with the rules. The 
present definitions protect your inter- 
est. The proposed definitions will 
not.” 

Discuss Arrearage Rule 


Another question, the arrearage 
rule, was dicussed briefly as follows: 

“While the Committee asked for 
uniform rules for all types of publi- 
cations, it later appealed for a spe- 
cial rule for those in cities of less 
than 15,000. population, that they be 
permitted ‘to extend credit for a 
period not to exceed one year to sub- 
scribers of known good credit stand- 
ing.’ Of course, the Bureau does not 
‘allow’ publishers to extend or re- 


strict credit, but simply certifies to 
how much circulation is paid and 
how much is in arrears. Hitherto at 
conventions the newspaper division 
has voted against such an extension 
of the arrearage period, but the sub- 
ject is quite properly one for them 
to reconsider in October.” 

As for the difference of opinion 
over the Bureau accounting system, 
which developed an amazing dispute 
between two experts in the realm of 
accounting, the advertisers assert 
that the Newspaper Committee’s 
charge of faulty accounting has not 
been sustained. 

“The Committee retained a firm of 
Chattanooga accountants, who re- 
ported that the Bureau’s accounting 
system was imperfect and the audit 
of the books by Arthur Young & Co. 
for the last fiscal year not a true re- 
flection of the Bureau's financial con- 
dition, there actually having been a 
profit of more than $6,000 instead of 
a deficit of over $19,000,” ran the ad- 
vertisers’ statement. 


Want Dues Changed 

“This charge Arthur Young & Co. 
vigorously denied; but because of 
the technical difference of opinion, 
the directors asked the Committee 
to join with them and select either 
Haskins & Sells or Price, Water- 
house Company as a disinterested 
authority to settle the issue. This 


“But what could I do, Boss?” 


” .. he said that his lowa sales have been boosted so much that 
he had to have new office room at once. He's been advertising in 


The Des Moines Register and Tribunel’’* 


*The Des Moines Register and Tribune 


. « » more than a quarter million circu- 
lation reachin 


g 40% of lowa buyers at 


lowest milline rates in lowa. 


the Committee refused to do, and the 
Board sought Haskins & Sells to 
make the examination. This firm re- 
ports the Bureau’s system sound and 
in accord with the best auditing prac- 
tice. The Committee’s charge of 
faulty accounting, therefore, is not 
sustained, and the case which it built 
up on that premise against the adop- 
tion of the new schedule of publish- 
ers’ dues, falls to the ground. Since 
the Committee approved in principle 
the new method of assessing publish- 
ers’ dues and objected only to the 
amounts, which would have increased 
the aggregate dues of 1,000 newspa- 
per publishers by less than $5,000, 
we believe that the entire schedule 
of publishers’ dues should now be 
put into effect. All the divisions 
have approved the schedules except 
the newspaper division.” 

The advertisers reject the proposal 
of the newspaper division that make- 
up of the board of directors should 
be changed. 

“To reduce advertiser directors to 
11 or less and at the same time in- 
crease publisher directors from 10 to 
12 would upset the balance and 
throw control of the publisher divi- 
sion into the hands of the newspa- 
pers,” they contend. 

Likewise the advertisers frown on 
the newspaper committee’s sugges- 
tion that a director’s service be lim- 
ited to two terms. 

“If the newspapers alone do not 
wish to re-elect their directors, that 
is their affair,” said the statement 
somewhat bluntly, “but it is no rea- 
son why they should dictate to other 
members, including advertisers. This 
change would automatically remove 
from the board men of experience 
who have served it unselfishly and 
efficiently for many years.” 


Discuss Other Recommendations 


Proposed “Restrictions on the Di- 
rectors’ Activities” also failed to win 
any measure of approval from the 
advertisers. One of these would 
raise the number required for a quo- 
rum from 9 to 15 members. Another 
would require the board to make full 
stenographic reports of meetings and 
a third would require the board to 
post subjects on the agenda 15 days 
before considering them. 

Lack of standardization of audit 
reports of different types of media 
and the implication that newspapers 
have to meet higher standards than 
other publications were dismissed 
with the statement that the manner 
in which circulation data is shown 
on A. B. C. reports must necessarily 
differ with each type of publication, 
and variations merely represent the 
effort to list pertinent information 
which buyers deem necessary. 

“Many of these variations were 
proposed by the newspapers them- 
selves,” said the advertisers crisply. 

The advertisers also failed to en- 
dorse the idea that interpretation of 
the rules should be handled by direc- 
tors, contending that it is a daily 
necessity and a job for the A. B. C. 
management. 

The advertisers said that com- 
plaint as to the method of assessing 
extra charges on audits was justified 
and that changes have been insti- 
tuted. The newspaper committee’s 
proposal that a budget committee be 
formed, with a majority of the mem- 
bers publishers’ representatives was 
characterized as unobjectionable. 


J. W. Watson Appointed 


J. W. Watson, who has been con- 
nected with the automobile industry 
for the past 18 years, has been 
named assistant sales promotion 
manager of Olds Motor Works, Lan- 


COUNCIL SEEKS 
MEASURING ROD 
TO AID PUBLIC 


Washington, D. C., Sept. 12.—That 
the program of the Consumers Coun- 
cil of the National Recovery Admin- 
istration is to be broadened under 
the chairmanship of Prof. Walton H. 
Hamilton was made evident here 
when he indicated that a “measuring 
rod” was being formulated for appli- 
cation in the consumer’s purchase of 
electricity as well as milk, dresses, 
ice, gasoline, paper, automobiles and 
tires. This is in addition to the la- 
bel program which is being pressed. 

Just what this “measuring rod” 
would be in the field of several prod- 
ucts was not divulged. For electric- 
ity, it was made plain that it would 
be applied in operation of the TVA. 

The new consumers’ unit has taken 
over the activities of the old NRA 
Consumers’ Advisory Board, the 
Emergency Council's Consumers’ Di- 
vision and the Cabinet Committee on 
Price Policy. 

At least five general activities an- 
nounced by Prof. Hamilton to find 
ways for the “consuming public to 
get more for its money” will include: 

1. Economic studies into prices 
suggest means of eliminating “trouble 
spots” in production-distribution sys- 
tems. 


Urge Cooperative Buying 


2. Encouragement of wider use of 
quality standards and grade label- 
ing. 

3. Studies of cooperative buying 
here and abroad to aid the consumer 
to hold down prices. 

4. Stimulation in organization of 
county consumers’ councils on a na- 
tion-wide basis to “gather data and 
distribute education information.” 

5. Recognition of consumers’ in- 
terest in production, price and trade 
practices. 

Prof. Hamilton indicated that he is 
working closely with the White 
House in his program. 

While Prof. Hamilton is stimulat- 
ing this phase of NRA activity, an- 
nouncement is made that display of 
the Blue Eagle is no longer neces- 
sary and is in fact forbidden. How- 
ever, the studies of the place of NRA 
in stimulating and improving busi- 
ness are being continued through 
“investigations” in various cities. 


Magic Chef Adds to 
Its Magazine List 


American Stove Company, St. 
Louis, has added American Home 
and Better Homes & Gardens to the 
list of national magazines to be used 
in its fall campaign on Magic Chef. 

Others, used on the spring sched- 
ule, and to be continued, are Good 
Housekeeping, Ladies’ Home Journal, 
Saturday Evening Post, and Woman’s 
Home Companion. A group of busi- 
ness papers will also be used. The 
account is handled by Richardson- 
Oswald, Inc., Cleveland. 


Leslie Davis Joins 
“Wall Street Journal” 


Leslie Davis has been named re- 
search and sales promotion manager 
of the Wall Street Journal, New 
York. 

He has been associated with Ernst 
& Ernst the past ten vears and prior 
to that was an account executive 
with Frank Presbrey Company. 


—for high 
visibility 
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WFAA } Dallas...................... NBC 
WRBAP ) Fort Worth.............. NBC 
KLZ EL CBS 
‘ WJIR Se ar NBC 
KPRC Houston.................. NBC 
WEBM_ Indianapolis............ CBS 
WDAF = Kansas City.............. NBC 
KFI 
KEC A } Los Angeles pewenescsvinien NBC 
WHAS _Louisville................ CBS 
WLLH sLowell..................... YN 
WTMJ Milwaukee............... NBC 
WSM Nashville................. NBC 
WSMB New Orleans............ NBC 
WTAR Norfolk................... NBC 
WEIL ssPhiladelphia......____. NBC 
4 © e e KGW 
Different as these radio stations are—in markets KEX } Postiond.................. NBC 
, ’ : WEAN _Providence.............: CBS 
served, in operating power, in program structures— KSL Salt Lake City......... CBS 
: , P WOAI — San Antonio............ NBC 
they have this one thing in common: KOMO 
! } aa eaaee NBC 
KJR 
KH 
ae } Spokane.................. NBC 
] e - 
They get results for their advertisers. WMAS Springfield... CBS 
KVOO Tulsa... NBC 
KFH Wieeie............---se-- CBS 
That ability has caused the most experienced Spot. Aine 
YANKEE NETWORK 
Broadcasters to “flock together” on these stations. TEXAS QUALITY NETWORK 
NORTHWEST TRIANGLE 
Represented throughout the United States 
: by os 
Join thi hi sek ot . h EDWARD PETRY 
| oin this group of successful advertisers who are & COMPANY 
daily proving the selling power of these stations. CHICAGO SAN FRANCISCO 
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Firestone Returns to 


National Magazines 


Firestone Tire & Rubber Company, 
Akron, O., has scheduled a list of 
national magazines for the first time 
this year. 

Bleed pages will be used in Col- 
lier’s, Literary Digest, Saturday Eve- 
ning Post and Time. Business paper 
and farm paper schedules will con- 
tinue. Sweeney & James Company, 
Cleveland, is the agency. 


Appoints Ray Linton 


Ray Linton, Chicago radio repre- 
sentative, has been appointed by 
WREN, Kansas City, effective at 
once. Station WREN, while continu- 
ing as a member of the NBC blue 
network, will make radical changes 
in its local programs designed to ap- 
peal with special force to rural 
listeners. 


Hunter Organizes Firm 


Roy A. Hunter, formerly Pacific 
Coast manager of Pacific Railways 
Advertising Company, has_ estab- 
lished his own advertising firm at 
325 Howe St., Vancouver, B. C 


Promotion for Donahue 


Bernard D. Donahue, associated 
with the company for 31 years, has 
been appointed New England divi- 
sion sales manager of John Donnelly 
& Sons, outdoor advertising plant 
operators in New England. 


IDEAL KITCHENS 
HELP ARMSTRONG 
SELL LINOLEUM 


Booklet Given Honor Place 
in Advertising 


Lancaster, Pa., Sept. 12—A 
woman's interest in her kitchen and 
her absorption in her children’s ac- 
tivities will be capitalized in the fall 
advertising program for Armstrong’s 
linoleum and Armstrong’s Quaker 
Rugs, products of Armstrong Cork 
Company. 

Promotion on inlaid linoleum is 
based on five “dream kitchens” cre- 
ated by Hazel Dell Brown, head of 
Armstrong’s bureau of interior deco- 
ration. The Quaker Rug campaign 
will employ an animal color book for 
children, through which it is hoped 
that parents will absorb the Arm- 
strong messages, 

Mrs. Brown designed a kitchen for 
each of the five linoleum patterns 


featured in the promotion. Built 
under her direction, the rooms have 
been photographed in full color and 
the designer has written a complete 
description of each kitchen, telling 
just how the rooms are planned. 

Every merchant who ties in with 
the campaign will be supplied with a 
limited number of copies of “The 
Story of the Five Dream Kitchens” 
free, with additional quantities avail- 
able at nominal cost. 


Three Selling Helps 


Merchants are expected to stock 
the “Dream Kitchen” linoleum pat- 
terns and then concentrate on get- 
ting women into their stores. Three 
selling helps have been provided to 
this end. One is a window display 
consisting of one colored enlarge 
ment and four sepia enlargements of 
the five kitchens. The window. dis- 
play panels serve as a nucleus for the 
merchandise itself and the display of 
kitchen books. 

The second selling help is an invi- 
tation leaflet and the third consists 
of newspaper mats featuring the free 
book. 

Since families with small children 
are the best prospects for hard sur- 
face rugs, the Quaker Rug promotion 
will feature an animal book in which 
denizens of the jungle are dressed as 
housewives and suffer the same or- 


deals. Before the child colors the 
animals, he or she will probably call 
mother to find out what the book has 
to say. 

The lady of the house will encoun- 
ter something like this: 

“The Camel family learned too late 

“What comes of scrubbing floors, 
“And now their backs are humped 

for keeps. 

“Be careful, please, with yours.” 

Each right-hand page of the book 
contains a color reproduction of one 
of the 1935 rugs. 

The company is urging merchants 
to stage coloring contests for chil- 
dren under ten. 

The “Dream Kitchens” will be fea- 
tured in color advertising in Ameri- 
can Home, Good Housekeeping, 
House & Garden, Ladies’ Home-Jour- 
nal, Literary Digest, Saturday Eve- 
ning Post, Time and Woman’s Home 
Companion. The Quaker Rug cam- 
paign will appear in Country Gen- 
tleman, Better Homes & Gardens and 
Saturday Evening Post. Batten, Bar- 
ton, Durstine & Osborn are in charge. 


G. P. Griffis Promoted 


George P. Griffis, for the past two 
years in charge of the merchandising 
service department of The Oregonian, 
Portland, Ore., has been named na- 
tional advertising director. He suc- 
ceeds Paul C. Wicker, who recently 
resigned. 


/ What a whale of a difference 


JUST TWO CHILDREN MAKE! 


= the comparative economic freedom you enjoyed as a bachelor? Even with 


the high cost of courtship you kept fairly close to par. Then someone sold you the idea 


that “two can live as cheaply as one,” the fallacy of which the first month's bills brought 


home with a thud. But the worst was yet to come. With the patter of tiny footsteps came 


the real deluge. Food and drug bills soared like an August thermometer. Bigger quarters, 


new furnishings, a larger clothes budget, were ogres that stalked you through sleepless 


nights. Today—as a father—you keenly realize that 
two children make a whale of a difference in the family 
expenditure. But do you—as an advertiser—realize just 
as keenly that two children also make a whale of a 
difference in your potential sales to a family? They 
do! And that’s why The Parents’ Magazine offers such 
Triple A value in these days of shrewd and econom- 
ical space buying. While 46% of the circulation of 
the general women’s magazines is divided among 
single women, married women without children, and 


mothers whose children have grown up, the circula- 


WOMEN'S 
MAGAZINE 


PARENTS’ 
MAGAZINE 


Circulation among 
mothers with 


growing children 


Circulation among 
single women, 
married women 
without children 
and women whose 
children have all 
grown up. lover 
19 years) 


tion of Parents’ is 100% among mothers of growing children (an average of two children 


per mother.) Because there is no waste, no “water”, in The Parents’ Magazine circulation, 


and because results show up accordingly, more advertisers this year than ever before are 


Parents’ Magazine. 


learning to their satisfaction and profit 
that an advertiser's best friend is a 


mother and a mother’s best friend is The 


THE PARENTS’ MAGAZINE 


9 EAST 40th ST., NEW YORK; 230 N. MICHIGAN AVE., CHICAGO 


CATCHES THE SPIRIT 


meawegt dade, im seivuwd en ond thewerms, 


Ping 
“A MIDSUMMER 
NIGHT'S DREAM”. 


TLLEAM SHAR ESFEAKE 


sccrnegudsiod D9 Ae imiared sromk ot 
FELIX MEN OFESSOMN 


Tae Plagvers 
sauas | y arame 


bho eee 


This “old playbill" copy for "A 
Midsummer Night's Dream" will 
be used as a two-color page in 
the November issue of 19 movie 
publications by Warner Bros. 


Philco Week Is 


Featured by a 
24-Page Insert 


Philadelphia, Pa., Sept. 11.—Con- 
tinuing with intensive local adver- 
tising the Philadelphia observance of 
Philco Week, the Philco Radio & 
Television Corporation is highlight- 
ing its message to its home city with 
the announcement that demand will 
be met with further increases in a 
payroll already listing more than 
9,500 workers and amounting to 
nearly $1,000,000 a month. 

The local observance was launched 
with a 24-page tabloid insert in the 
Sunday edition of the Philadelphia 
Record, containing dealer, distributor 
and company advertisements and 
featuring news of Philco’s latest 
achievements and refinements to- 
gether with general editorial copy 
and features on the development of 
the radio industry. 

The date for national observance 
of Philco Week will be announced 
soon. 

Pointing to the tremendous buying 
power represented by the wages of 
the vast personnel of this, the largest 
of the city’s industries, G. E. Dem- 
ing, executive vice-president of the 
Philadelphia Storage Battery Com- 
pany, parent organization, cited also 
the high labor standards maintained 
at the plant. 

He also took a fling at the new 
metal tubes being featured by other 
manufacturers by way of reiterating 
the company’s faith in the glass 
tubes it will continue to install in its 
sets. 


Contest for Realtors 


The Real Estate Association of the 
State of New York will hold an ex- 
hibit of classified “for sale” adver- 
tiging in conjunction with its 31st 
annual convention to be held at 
Jamestown Sept. 19-21. Three prizes 
will be awarded for best advertise- 
ments, 


An Asset to the Graphic Arts 
Peateasi Nationally Used. 
3 Grades - Light-Mediuin and 


Heavy-$2% Per Gal. Post Paid 


5.S. RUBBER CEMENT € 
4039 KENMORE AVE. CHICAGO 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and retail- 
ers who sell s and other horticultural and 
agricultural items to 41,000,000 farmer and 
suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
325 W. Huron St. Chicago, Ili. 
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ADVERTISING AGE 


Reproduced from the Oklahoma 
City Times, August 8, 1935. 


Speeds 


a Oklahoma City ranks third among the 10 
leading cities in making the most decisive 
business progress during the first 6 months 
of 1935, according to Forbes, August 1 
issue. Below are reports from Oklahoma 
City merchants that reflect business trends 
in the city. 


Ecton’s Smart Footwear reported 17% 
gain in August over last year . . Harbour- 
Longmire Furniture Store retail sales 27.4% 
above August 1934 . . Rosenfield Jewelry 
Company reports 9% increase in August. . 
Paul’s Clothing Store gains 30% in August 

. Oklahoma Tire and Supply Company 
register 28% increase during August . . 
Crown Drug Company sales increase 15% 
in August . . Jenkins Music Store reports 
piano sales 45% above August 1934 figures. 
And in July, Rothschild’s B & M (men and 
women’s clothing) gained 4914% . . May 
Brothers (men’s clothing) 39% .. Pettee 
& Company (hardware) 45%, and Lewen- 
sohn’s The Hub (men’s clothing) 50%. 


And that’s not all! Department store 
sales are up 14.7% . . new car sales totaled 
$11,663,655 in two months . . Oklahoma City 
to launch $6,800,000 building program in 
early fall .. August building permits totaled 
$250,315 as against $52,345 last year; while 
first 6 days of September permits amounted 
to $42,560 . . postal receipts were up 11.5% 
in August . . $1,788,000 bond issue for civic 
buildings voted 5 to 1... Oklahoma bankers 
report business in general 20% above last 
year. 
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KLAHOMA CITY’S pre- 

autumn spurt of GOOD BUSI- 
NESS during July and August will be 
accelerated as cotton pours another 
$50,000,000 into farm pockets! 


This, with profits from earlier crops, 
live stock, poultry, dairy products, and 
the $21,416,880 being paid farmers in 
rental checks by the A. A. A., will swell 
farm incomes . . . already 23.2% up 
for the first 5 months of the year... 


to an estimated $321,346,898. Of this, — 


farmers in the Oklahoma City trade area 
will receive 45.26%, or $145,448,819. 


There is plenty of money to spend in 
Oklahoma this fall and winter, and re- 
cent sharp inclines in retail trade in 


s A $50,000,000 
COTTON CROP 
GOOD Business In Oklahoma 


Oklahoma City indicate the spending 
has already started. 


The Oklahoma City market, during 
the next six months, will be a market of 
unusual sales opportunities. It merits 
the FIRST consideration of sales-ex- 
ecutives who want to take advantage of 
the rising tide of good business in 
Oklahoma. Concentrated advertising 
efforts in the Oklahoman and Times is 
the quickest, most economical way to 
get maximum possible sales in this 
market. Sales-messages in these news- 
papers will reach 9 out of every 10 
families in Oklahoma City . . . 3 out of 
every five families in the trade area... 
assuring thorough, effective coverage 
of the Oklahoma City market at one 
low cost. 


THE DAILY OKLAHOMAN 


OKLAHOMA 


CITY TIMES 


National Representative: E. Katz Special Advertising Agency 
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SHOW COSMETICS 
FOR MERE MALES 
AT N. Y. EXHIBIT 


Consumers’ Research Pil- 
loried by Speakers 


New York, Sept. 12.—With numer- 
ous dazzling bottles spraying exotic 
and romantic fragrances and filling 
the ballroom of the Commodore Ho- 
tel with their allure, the first of 
what is expected to be an annual 
perfume and cosmetics buyers’ con- 
ference and exhibition was held this 
week, paving the way toward united 
efforts of the industry to increase its 
sales and oppose the attacks to which 
it has been subjected in the past few 
years. 

At the same time, numerous new 
ideas in perfumery, cosmetics and 
allied novelties were presented, some 
of them to receive national promo- 
tion soon. Christmas gift packages 
were shown by several companies. 


Fashion prognosticators at some of 
the meetings declared that America’s 
flare for color means profit to the 1n- 
dustry and cheered the coming of 
cosmetics for men and green eye- 
shading and mascara, sprinkled with 
gold and silver dust, for women. 

Hailed as the greatest address 
of the conferences was that on 
Wednesday by Charles’ Barbar, 
B. 8. L., L. Ch. E., which hurled ridi- 
cule at the self-appointed oracles of 
the consumer, in particular, Consum- 
er’s Research. Mr. Barbar pointed 
out that heretofore the perfume and 
cosmetic industry has made no effort 
to offset adverse publicity § such 
groups have issued. 


Scores Oracles 


He told of recently inquiring into 
the autherity of the author of “Goad- 
ing the Guinea Pig” and received in 
answer the statement that he was 
neither doctor nor chemist, but had 
“been reading reports for five years.” 
Mr. Barbar told of the group’s attack 
on sulphide depilatories, followed by 
a subsequent bulletin of this group 
which peddled a formula for sulphide 
depilatories. 

“If you have been reading the pa- 
pers,’ Mr. Barbar said, “you have 
perhaps heard of the strike going on 
at the plant of this very group. Three 
employes of Consumers Research 
were recently discharged on the 


charge of incompetence. Who are 
they? One of them was their chief 
chemist. If he is incompetent, all of 
their conclusions are based on the 
admitted incompetence of their tech- 
nician. They have by their own ad- 
mission destroyed the effectiveness 
of their charges.” 

A move was made by those attend- 
ing the conference to set up a per- 
manent organization, the aims of 
which, in general, will be to provide 
an adequate meeting place where the 
problems of the industry may be 
threshed out, to make possible a com- 
plete picture of the industry from 
both buyer’s and manufacturer's 
viewpoint, to develop a national per- 
fume and cosmetic week, to offset 
malicious publicity, and, in summary, 
to make the business simpler and 
more profitable for everyone. 

The Northeastern Laboratories, 
Inc., featuring Lady Lillian manicure 
preparations, at its exhibit gave 
stress to the national advertising 
campaign started a few months ago 
with a page in Vogue. The advertise- 
ments, featuring the gift of a white 
pencil, for under nails, with each 
package of general purpose cleaner 
and polish, are continuing in the 
Tower Magazines and The American 
Weekly. Louis Glaser, Inc., Boston, 
is the agent. 

Pro-Phy-Lac-Tic 
tion, successful 
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HE CEDAR RAPIDS AREA 
/S IN THE MONEY! 


The price of beef may be a pain in the neck to you, but it is going to help Mrs. 
Carl Johnson refurnish the living-room and install modern plumbing. Con- 
sider what you are paying for a sirloin steak and then make a rough estimate 
as to how many radios, or washing machines, or pumps, or what have you, 
this lowa farmer can buy with the above portion of his wealth which hap- 
pened to be around when our photographer arrived. Farmers in the Cedar 
Rapids area are enjoying the largest income they have had for years. Pent 
up demand for merchandise of all kinds is going to break loose this Fall. 
Already retail sales in Cedar Rapids are up 36% and still climbing. Adver- 
tisers in The Cedar Rapids Gazette will be in on the ground floor. 


“BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


New York 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 
Chicago 


Detroit 


St. Louis 


NEW PRINCIPLE 


The new Gruen Curvex watch, in 

which the movement, as well as 

the case, is curved to fit the 
wrist. (Story on Page 21) 


bristle toothbrush campaign, pre- 
sented for the first time its Stranzit 
hair brush for children, closely fol- 
lowing the introduction of a similar 
adult brush, called Patrician, a few 
months ago. Both present an uneven 
surface, the idea being to avoid 
brushing out waves and curls. 

The unique merchandising feature 
in connection with the children’s 
brush is that the dealer is required 
in his first purchase to test the color 
preferences of ,his customers. Only 
boxes containing all four colors 
offered are delivered on the first or- 
der. Later, orders will be filled in 
whatever color is designated. 

Package design was not disturbed 
in the case of the Patrician. The 
Stranzit brush came on the market 
about a year ago in a box depicting 
the covers of leading magazines 
carrying beauty culture editorial fea- 
tures and advertising. To the box 
top was added a star bearing the 
name, Patrician, thus avoiding con- 
fusion in retail stocks which arises 
when an entirely new package is in- 
troduced. Patricians will have a 
place in national copy in October. In 
military brushes, a new etched, chro- 
mium and enamel back brush has 
been added as a “jewelry type” item 
in the standard line. 

A new sales plan for department 
stores was stressed at the show by 
George W. Luft Company, the es- 
sence of it being a merchandiser 
which permits saleswomen on the 
store’s payroll to replace outside 
demonstrators. Thus more effective 
service, it is believed, can be ren- 
dered by having saleswomen put 
their efforts behind all brands 
stocked. 


Babcock to Direct 


Lafayette and Nash 


F. R. Babcock, who has been ad- 
vertising manager of Nash Motors 
Company, Kenosha, Wis., in charge 
of Nash advertising, will also direct 
Lafayette advertising in the future. 

Karl Bronson, formerly in charge 
of Lafayette promotion, has been 
named advertising manager for De 
Soto. 


Tide Water Adds 


Leighton, Shifts Sauer 


R. F. Leighton, recently with Mar- 
ket Research Corporation, has joined 
Tide Water Oil Company, New York, 
as export advertising manager. 

Walter Sauer, formerly export ad- 
vertising manager, has been made 
assistant to Fred B. Henderson, ad- 
vertising manager. 


Name Luckey Bowman 


Luckey Bowman, Inc., New York, 
has been appointed to handle adver- 
tising of Wm. H. Plummer & Co., 
Ltd., New York, New Haven and 
Hartford, Conn., retailers and im- 
porters of fine china and glass. A 
local newspaper campaign and a na- 
tional campaign in class magazines 
have been planned. 


Haenisch to Edmund Press 


E. Travis Haenisch has resigned as 
production manager and copywriter 
of Pope Publishing Corporation, New 
York, to become advertising and 
sales promotion manager of The Ed- 
— Press, 309 Lafayette St., New 

ork. 


Push War on 
Huey Long’s 
Newspaper Tax 


Washington, D. C., Sept. 12.—The 
tragic passing of Senator Huey P. 
Long, of Louisiana, came at a time 
when three acts of the Louisiana 
legislature were being prepared for 
scrutiny by the United States Su- 
preme Court. In one instance Sena- 
tor Long himself is listed as an at- 
torney defending the action of the 
legislature which he dominated. 

It is the question of constitutional- 
ity of the advertising tax levied by 
the legislature in 1934, when Senator 
Long was engaged in a bitter polit- 
ical controversy and sought to curb 
large newspapers. 

The advertising tax was held un- 
constitutional in the federal district 
court, and Alice Lee Grosjean, Sec- 
retary of State for Louisiana and 
supervisor of public accounts, peti- 
tioned the Supreme Court for review. 
This action bore the sanction of 
Huey P. Long. 

Under the law every person or firm 
selling advertising printed in any 
newspaper, magazine or periodical 
having a circulation of more than 
20,000 copies a week, or exhibited by 
means of motion pictures, is sub- 
jected to a two per cent gross re- 
ceipts tax. 


Armstrong Opens 
New York Office 


F. Wallis Armstrong, Philadelphia 
agency, has opened a New York of- 
fice at 444 Madison Ave., under the 
direction of Henry P. Hayward, for- 
merly production chief of Columbia 
Broadcasting System. He will handle 
the new Burns & Allen program fea- 
turing Campbell’s tomato juice, which 
starts Oct. 2 over CBS. 

Bill Bacher, head of the Armstrong 
radio department, has built a produc- 
tion unit on the West Coast for pro- 
ductions originating in Hollywood. 


Paul Eager Joins Kayser 


Paul Eager, for the past eight 
years an associate director of Amos 
Parrish & Co., New York, has re- 
signed to become promotion mana- 
ger of Julius Kayser & Co. His new 
work includes that of advertising 
manager, the post formerly held by 
Gay Walton, who will devote her en- 
tire time to management of the 
underwear department. 


R. A. Bryan Elected 


R. Arthur Bryan, national sales 
representative of General Outdoor 
Advertising Company, has been elec- 
ted secretary of the Advertising Club 
of Indianapolis. 
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WHAT COMES NEXT, DEAR? THE 
250,000,000 IMPRESSIONS 


Uh huh. 


And just think, gentlemen! Two hundred 
and fifty million impressions, reaching... 
Fae fee 


Reaching every man... 


Reaching every man, woman and child 
in your territory. The greatest. ..uh... 


Most stupendous... 


Most stupendous advertising campaign 
ever put behind the Willwork Waterless 
Washer. Gentlemen, I thank you. ..Well, 
Martha, I guess that’ll bowl ’em over. 


It doesn’t bowl me over. 


Now, dear, you don’t understand. You’re 
not a washing machine dealer. 


Of course not. But I still think it sounds 
silly to advertise washers to every man, 


woman and child in the country. 


Now, Martha, don’t be so literal. What 
I said about men, women and children 
... well... that’s just the way you talk 
about advertising. 


But it’s not the way we talk about advertis- 
ing in The American Home. Or suggest 
that our advertisers talk about it to their 
dealers. 


In fact, we feel so strongly about this that 
we supply, herewith, a ready-made speech 
that says exactly what ought to be said about 
The American Home. It can be used 


verbatim (without special permission). Simply 
fill in the name of the product. 


“Gentlemen, I want to call special attention 
to one publication we are using this year. The 
American Home. (Hold up a copy.) Now 
I’m not going to kid you about this magazine. 
It does not reach millions of readers from 
coast to coast. Its fast growing circulation is 
over 650,000. But gentlemen, let me explain 
what that 650,000 means to you. 


“You'll agree that your best prospects for our 
product are the people who have homes, are 
interested in their homes, spend money on 
their homes. Right? Well, that’s exactly the 
kind of people who will read our advertising 
in The American Home. That kind—and no 
other kind. 


*““How do we know this? 


“T’ll show you. (Open copy of The American 
Home.) Not a love story in this issue—or 
any other. (Turn pages.) Not a word about 
fashions. Not a line about beauty treatments. 
Absolutely mothing that isn’t right up the alley 
for the kind of home-loving people you can 
sell our product to. That’s how we know the 
650,000 American Home families are literally 
hand-picked prospects for you dealers. 


“I could tell you a lot more about The Amer- 
ican Home. About how they don’t force sub- 
scriptions by boy sales. Or premiums. Or in- 
ducements of any kind. About how 44 readers 
out of every 100 buy The American Home 
right at the newsstand of their own free will. 


‘But I think I’ve put over the thing that’s most 
important to you. When we advertise in The 
American Home we're telling our story to exactly 
the kind of prospects you'd like to tell it to yourself 

. people who are nuts about their homes and 
what goes into them. 


“Gentlemen, I thank you.”’ 


If your product is for the home or for use 
in the home, sell it in the magazine that talks 
sense to people who have homes, /ove their 
homes, spend money on their homes. 


Auaahal OME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home 
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American- Made 
Posters Cause 
Canada Storm 


Toronto, Ont., Sept. 12.—Criticized 
in political quarters for his use of 
American-made 24-sheet posters in 
the safety campaign now being 
waged throughout this province by 
the Ontario government, Hon. T. B. 
McQuesten, Minister of Highways, 
defended his action on the ground 
that he could not obtain the same 
product at a low price in Canada, nor 
would there have been any guarantee 
of a Canadian-produced poster as 
effective as the “What Have I Done?” 
theme. 

In asserting that this was one of 
the most striking safety posters ever 
designed, Hon. Mr. McQuesten 
pointed out that the preliminary ex- 
pense of producing another poster 
might have run as high as $3,000. 
Through the cooperation of the East- 
ern Conference of Motor Vehicle Ad- 
ministrators, the Ontario government 
was able to purchase 250 of the 24- 
sheets at a total cost of $525. 

Said the Minister of Highways: “I 
have no objection to trading with 
the United States or any other coun- 


try if it happens to have a superior 


article. 
means.” 

The posters bear the imprint of the 
Erie Lithographing Company. 


Edward Petry & Co. 
Expand Organization 

Walter V. Bennett, former publica- 
tion sales executive, representative 
and agency account executive, has 
joined the New York sales staff of 
Edward Petry & Co., radio station 
representatives. 

Constance Peters has joined the 
Petry organization as head of the 
research department. She was for- 
merly manager of KTHS, Hot 
Springs. 


This is what reciprocity 


Piano and Travel 


Accounts to Gotham 


Janssen Piano Company, New 
York, has appointed Gotham Adver- 
tising Company. Newspapers and 
trade papers will be used under the 
direction of Sanford H. Lane, account 
executive. 

Another new client is American 
South African Line, New York, for 
which newspapers are being used. 
William Menkel is account executive. 


Jones to Henri, Hurst 


Jason W. Jones, former manager 
of house paint sales, Cook Paint & 
Varnish Company, Kansas City, Mo., 
has joined the copy staff of Henri, 
Hurst & McDonald, Chicago. 


THREE WHISKY 
MAKERS BEGIN 
NEW OFFENSIVE 


Old Drum, Black & White, 
0. M. in New Campaigns 


New York, Sept. 12.—Apparently 
visualizing a higher sales potential 
in the onset of cool weather, three 
manufacturers of whisky released 
major campaigns in newspapers this 
week. 

Maryland Distillery, Inc., has be- 
gun, with a 1,000-line announcement 
advertisement on its Old Drum 
brand, what is believed to be the 
biggest national campaign ever used 
to promote sales of a _ low-priced 
whisky. The brand will sell for less 
than a dollar a pint. 

Leading newspapers in major mar- 
kets have been contracted for an ag- 
gregate of more than a million lines 
of space and a sales quota of 1,200,- 
000 quarts has been set for the first 
month. Much of the advertising will 


i = 


FIRSTS 


Associated Press Photo 


ADVERTISING LINAGE RECORD OF CINCINNATI NEWSPAPERS 
FIRST EIGHT MONTHS, 1935 


Retail Display 
General Display .. ...... 
Automotive Display 
Financial Display 
Total Display 
Classified 
Legal 


Figures from Media Records, Inc. 


ENQUIRER 
(Morn. & Sun.) 


3,392,428 
996,232 
360,647 
139,031 

4,888,338 

1,396,252 

15,548 
27,325 
6,327,463 


POST TIMES-STAR 
2,125,714 3,784,527 (Ist) 
861,173 | 483,568 (Ist) 
295,282 512,089 (Ist) 
82,689 92,904 
3,364,858 5,873,088 (Ist) 
916,694 830,905 
12,528 77,077 (Ist) 
1,912 21,134 
4,295,992 6,802,204 (Ist) 


HULBERT TAFT, President and Editor-in-Chief 


NEW YORK: Martin L. Marsh, 60 E. 42nd St. 


CHICAGO: Kellogg M. Patterson, 333 N. Michigan 


EASY FOR WRITERS 


This copyless advertisement ap- 

peared in newspapers last week as 

the first shot in a new Black & 
White Scotch campaign. 


be in the form of 100-line reader 
copy. 

With the announcement of the 
drive, Old Drum appears for the first 
time in a newly designed drum- 
shaped bottle, bearing the slogan 
moulded in glass, “You can’t beat it!” 


Sees New Opportunity 


Copy has been built around a con- 
sumer survey which revealed that 
persons tasting the brand over-esti- 
mate its cost from 25 to 50 per cent. 

Willard Karn, vice-president and 
general sales manager of the Mary- 
land Distillery, Inc., revealed that the 
campaign was undertaken after in- 
vestigation proved that 85 per cent of 
all whisky sold sells for less than a 
dollar a pint and consists principal- 
ly of “young straights.” Before pro- 
hibition from 70 to 90 per cent of all 
whisky sold was blended. 

“Therefore,” said Mr. Karn, “we 
decided that if a blended whisky of 
excellent quality could be retailed at 
a price the 85 per cent could afford, 
it naturally would be preferred to 
the straights with which the market 
is now flooded. 

“A field survey among the people 
who buy dollar whisky further re- 
vealed the soundness of this conten- 
tion.” 

Hommann, Tarcher & Sheldon, 
Inc., is the agency and Stanley 
Brown is the account executive. 


Black & White Starts 


Alex D. Shaw & Co., American dis- 
tributors of Black & White Scotch, 
manufactured by James Buchanan & 
Co., Ltd., Glasgow, launched a cam- 
paign on that product in 40 American 
dailies. 

The 650-line advertisement which 
inaugurated the drive was novel in 
that it did not contain a word of 
copy. 

The advertisement pictured at 
large scale a bottle of Black & 
White, with the label clearly visible, 
and the two dogs that have become 
an accessory trade mark. 

L. H. Hartman, account executive 
and president of the L. H. Hartman 
Company which prepares and places 
all advertising for Alex D. Shaw & 
Co., Inc., said that although two dcgs 
had for many years had this asso- 
ciation with Black & White adver- 
tising, it was discovered that their 
breeds were no longer fashionable. 


Etcher Called In 
Morgan Denis, well known dog 
etcher, was consulted, and at his 
suggestion, permission was sought 
and obtained to photograph the cham- 
pions of two breeds now very much 
a la mode. These were the most 


consistent blue ribbon winners in the 
Scottie and West Highland classes. 

He made a series of sketches from 
the photographs and then called in 
a jury of expert dog show judges to 
aid him in eliminating faults and as- 
suring fidelity to the ideal of each 
breed. 

These Morgan Denis drawings will 
feature the entire campaign, and as 
a merchandising tie-up it is planned 
to have him prepare for manufacture 
10 to 12-inch models of the dogs for 
bar display. 

A selected list of dailies will carry 
small advertisements of the brand in 
preferred position three _ times 
weekly. The top of page 3 is the 
position specified wherever possible. 

The agency reveals that newspaper 
readers are already making requests 
for reproductions of the dogs suit- 
able for framing. 

A continuous magazine campaign 
on this product is now running in 
Collier’s and Time with alternate 
weekly insertions. 

Steinhardt in Race 

The Steinhardt Company, a sub- 
sidiary of Schenley Products Com- 
pany, has begun an extensive cam- 
paign on Old Methusalem brand 
whisky. The copy will be carried by 
newspapers in Washington, D. C., 
and 17 other cities in the states of 
New York, New Jersey, Massachu- 
setts and Connecticut. Race track 
programs will also be used. 

Advertisements scheduled for 
weekly insertion for the next month 
are 150 lines each, but it is antici- 
pated that a new series to begin in 
October will use 330 lines each. 

It was decided that the full name 
Old Methusalem was too formidable 
for the consumer after he had had 
a shot or two, and it was entirely 
possible that he would at that time 
shift to a more easily pronounced 
brand. For this reason advertising 
encourages asking for “O. M.” Labels 
have been changed to conform with 
this and all advertising features 
initial letters, such as “O. M., O. K. 
from A. M. to P. M.” 

A magazine schedule is now being 
prepared and radio promotion is in 
prospect. A type of program is now 
being studied. 

This account is handled by Albert 
Frank-Guenther Law, Inc. Walter 
Wiley is the account executive. 


IGA Launches New 
Radio Feature 


Independent Grocers’ Alliance, 
north central division, has begun 
a novel series of broadcasts featur- 
ing “Fred Perkins, an inquiring re- 
porter,” for its weekly grocery spe- 
cials drive in Iowa. Programs origi- 
nate from IGA stores throughout the 
state. 

Customers are urged to assemble 
at the store during the reporter's 
program in their town, and talk over 
the microphone to their friends. The 
programs, scheduled for Friday and 
Saturday afternoons from 1:30 to 2 
p. m., began Sept. 13. Advertising 
of the north central division of IGA 
is handled by The McCord Company, 
Inc., Minneapolis. 


Kensington Ware 


Schedule Starts 


Kensington, Inc., New Kensington, 
Pa., manufacturer of Kensington 
ware, has added nearly a dozen items 
to its line, and will start its fall 
campaign in October. The schedule 
includes American Home, Atlantic 
Monthly, Country Life, Harpers Ma- 
gazine, House & Garden, The Spur 
and Vogue. 

Advertising is handled by Fuller 
& Smith & Ross, Inc., Cleveland. 


Open Display Exhibit 

Industrial Displays, Inc., 344 E. 
32d St., New York, has opened an 
exhibition of displays created for na- 
tional advertisers and department 
stores. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound 5th edition of “ Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


LP UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO 


DETROIT 
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* Hillman’s, one of the leading food store 
chains of the middle west, has recently 
effected complete electric sign coverage 
of its markets. 


- Through colorful, attention-compelling 
point-of-sale electric displays erected over 
the doors of each retail store, Hillman’s 
now drives home its advertising message 
both night and day to the middle west’s 
BUYING population—WHILE THAT BUYING POP- 
ULATION IS ON THE BUYING PATH. 


we 


Thus does the trend toward complete 
electric sign coverage of retail markets 
continue among important advertisers. 


DON'T HEAT KITCHENS 
poy CrOKED FOOD 


Write today for your copy of “WRITING IN 
LIGHTS,” a comprehensive analysis of all forms 


of electric sign advertising. It m1 Il be mailed free 


FEDERAL ELECTRIC COMPANY, INC. 


CLAUDE NEON FEDERAL COMPANY 
225 North Michigan Avenue, Chicago, Illinois 


BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST.PAUL 


FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
CLAUDE NEON FEDERAL CO. SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 


Subsidiaries: 
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* Why Buyers Control the A. B. C. 


One of the questions raised in the 
discussion growing out of the criti- 
cisms of the present rules of the 
Audit Bureau of Circulations pre- 
sented by a committee of newspaper 
executives is that of increasing the 
representation of that group on the 
board of directors of the bureau. 
Without attempting to discuss the 
question as to what proportion of 
the directorate should be made up 
of representatives of any one group 
of mediums, it should be pointed out 
that it is highly inadvisable to re- 
duce the relative strength of the 
buyers of advertising in the make 
up of the board. 

The organization of the A. B. C. 
nearly twenty-one years ago was a 
long step forward. It was to the 
advantage of both advertisers and 
publishers. Publishers profited im- 
mediately and directly through the 
establishment of an organization to 
audit their circulations, and the 
authentic and disinterested charac- 
ter of the audits was assured by the 
fact that it was not a publishers’ 
bureau, but one organized by both 
buyers and sellers of advertising 
space, with the buyers in control. 

This seems to us to be one of the 
essential features in the make-up of 
the bureau. The publisher who pre- 
sents an A. B. C. report never has to 
explain or apologize for it, because 
the buyer knows that the publisher 
did not have the controlling voice 
in determining how his circulation 
statement should be audited. It is 
admitted that publishers have felt 


that this condition has sometimes re- 
sulted in situations which have irked 
them, and that justified grievances 
have arisen from time to time; but 
these grievances, while working oc- 
casional individual hardship, have 
more and more emphasized the im- 
partial and unbiased character of the 
A. B. C. in delivering the service for 
which it was organized. 

The newspapers have more mem- 
bers in the A. B. C. than any other 
group of mediums, and this large 
representation, plus the importance 
of the medium as a whole, justifies 
careful consideration of the sugges- 
tions which have been made by the 
newspaper committee for larger rep- 
resentation. At the same time, it 
should be borne in mind that the 
make-up of the bureau is not in- 
tended to enable the directors to vote 
as blocs, representing each class of 
mediums, but each director is ex- 
pected to decide important questions 
without reference to his own par- 
ticular activity. 

ADVERTISING AGE, believing as it 
does in the importance of the A. B.C. 
and its vital position in the advertis- 
ing field, is hopeful that the news- 
paper division will not make an issue 
of the report of its committee. The 
division is exceedingly powerful, be- 
cause of the large size of its mem- 
bership; but the very character of 
the bureau suggests that its power 
be used carefully. The bureau must 
remain under the control of the 
buyers of advertising, for the sake 
of publishers as well as advertisers. 


The Roosevelt Breathing- Spell 


The letter which President Roose- 
velt addressed to Roy W. Howard, 
chairman of the board of the Scripps- 
Howard Newspapers, assuring him 
that a breathing spell for business, 
during which it need have no fear 
of radical changes in the laws under 
which it operates, is now at hand, 
was undoubtedly a shrewd political 
move. At the same time, it was a 
good move from the standpoint of 
business. Several reactions have al- 
ready indicated the greater degree 
of confidence which business men 
now feel as the result of this an- 
nounced policy on the part of the na- 
tional administration at Washington. 

Recovery is well on the way, but 
the numerous violent changes in the 
business situation caused by the 
political activities of President 

* Roosevelt and his associates have 


undoubtedly tended to slow up the 
progress of business toward pros- 
perity. The opportunity to go for- 
ward without hesitation based on the 
fear of political changes is one which 
business will undoubtedly make the 
most of. Plans for expansion and 
promotion have been matured slowly 
in recent months only for lack of the 
necessary confidence in the condi- 
tions under which business men 
could operate in the near future. 

The President has realized, as Mr. 
Howard said, that timid business 
cannot make full contributions to 
employment, to taxes and to pros- 
perity. Given a reasonable breath- 
ing-spell—which in our opinion 
should last until the end of 1936— 
business may be counted on for 
vigorous development which will 
help the entire country. 


BUILDING THE ORGANIZATION'S MORALE 


—Farm Journal 
"It's an idea of the firm's, Miss—they think the cows ought to see 
the way the product is merchandised." 


Wants Ideas on How 


to Increase Water Use 
To the Editor: I was very much 
interested to notice an article with 
reference to Terre Haute Water 
Works Corporation’s advertising, 
and the reproduction of one of the 
company’s advertisements in recent 
issues of ApvertTistnc Ack. This ad- 
vertising and that of our forty-odd 
water subsidiaries was prepared at 
the central offices of the American 
Water Works and Electric Company 
and distributed to the operating com- 
panies for use over their own signa- 
tures. 


The problem that we are up 
against is to try to increase the 
domestic consumption of water. 
Water is actually cheaper than dirt, 
yet it is such a commonplace com- 
modity that it seems most difficult 
to make people use more of it. Of 
course our advertising appropria- 
tions are strictly limited due to the 
fact that water is sold at such low 
rates under various commission reg- 
ulations that there is little if any 
room for an advertising appropria- 
tion. 


In connection with the advertising 
campaign used at Terre Haute, we 
distributed a leaflet. More than 25 
of our plants used this advertising 
and mailing piece this summer, but, 
unfortunately, it was hard to judge 
the efficacy of the campaign be- 
cause we experienced throughout the 
16 states where these companies op- 
erated, an abnormal rainfall this 
summer. This tended to cut down 
the domestic consumption of water. 

I am wondering if any of your 
readers or your staff could suggest 
ideas, which would be economically 
possible, to promote the additional 
consumption of water. Over a long 
period of years domestic consump- 
tion has gradually increased. Our 
problem is to accelerate this increase 
with a very minimum of promotional 
expense. 

This department was pleased and 
flattered that Apvertistnac AcE took 
notice of our recent efforts. 

Pump B. NILEs, 
Director, Department of Information, 
American Water Works and Electric 
Company, New York. 
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Drink for Fun, This 
Gin Copy Tells Readers 


To the Editor: There has been 
considerable publicity given recently 
to liquor advertisements which are 
strictly “dry” and smacking of a 
slight temperance fervor — urging 
you to drink but not too much. 

While this “Christian influence” 
may inveigle certain temperance 
members into taking their first drink, 
we, of this agency and in accord- 
ance with our client’s wish, deemed 
that no man drinks for religious or 
moral uplifting—only for a good 
time, however joyous the revelry. 


Voice of the Advertiser 


Consequently, our copy on Hirsch 
sounds the tocsin of spiritual sub- 
limity and abandonment. 

I think you may be interested in 
showing this to your readers. In- 
cidentally, these ads defy any burial 
on a page of print. 

J. R. REEsE, 
Loomis-Clapham-Whalen Company, 
Kansas City, Mo. 
7 7 ¥ 


Figures in Reports Too 


Complicated, Is Charge 
To the Editor: The value of hav- 
ing skilled advertising men to aid 
in preparing state and city reports, 
as urged by Mr. James P. Taylor, is 
obvious to anyone who has had any 
considerable contact with such re- 
ports. But there is another kind of 
editing that has to be done before 
these trained workers can do their 
stuff. 


The weakness in many, if not most, 
of these reports from the standpoint 
of the taxpayer and the business man 
is the manner in which the figures 
are presented. 


In some cases this is due to the 
clumsiness and confusion of the ac- 
counting methods. In other cases 
there is reason to believe that the 
obscurity is deliberate—that for po- 
litical reasons the report is not in- 
tended to be truly informative. To 
what extent this is true must of 
course be a matter of surmise. 


What is needed if people are to 
understand these reports is the an- 
alysis of an engineer and/or statis- 
tician who can reduce the figures to 
such form as to give a sense of pro- 
portion to them. 


One of our engineer associates 
lives in a suburban community in 
which the school budget was sub- 
mitted to the citizens for approval. 
All the figures were there. They 
were accurate. But there was no 
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YOULL FEEL THIS GIN 


and Feel Good the Next Day--- 
You don drink in m a company—nor at all 


times—only when you feel the need. And when 
vou need the “li” be sure W's HIRSCH'S GIN— 
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way of telling whether all or any 
one item was justified and there was 
considerable criticism. 

This man made a graphic analysis 
of the school budget for a period of 
years, including the proposed one. 
The charts with his comments occu- 
pied several columns in the local 
paper. As it happened, the analysis 
reflected great credit on the school 
administration, while at the same 
time clearly showing channels for 
improvement. 

The point is that citizen after citi- 
zen told him, or wrote to the paper, 
that it was the first time it had ever 
been clear as to just what the money 
was being used for. 

A similar study was afterward 
made of the budget of the entire 
town and later of the funded debt 
of the state, a startling document 
that tells a complete story in half 
a dozen simple charts. 

Given this kind of material, your 
trained publicist can make a real 
report. 

The unanswered question is: Do 
your office-holders and legislators, 
local or state, want reports of that 
kind? The citizens need them. 


W. A. McDermip, 
W. A. McDermid and Associates, 
New York. 
7 ¢ F 


Humor Popping Out 


of the “Needle’s Eye” 


To the Editor: Noticing that you 
have shown some interest in cartoon 
series for advertising campaigns, let 
me call your attention to the adver- 
tisements which are being used by 


the Spool Cotton Company in its pro- 
motion of the sale of threads to gar- 
ment manufacturers and other users 
of industrial sewing machines. 
These ads have been appearing in 
“The Needle’s Eye,” which we pre- 
pare for our client, The Union Spe- 
cial Machine Company of Chicago, 
and which has gained some fame 
from its success in selling advertis- 
ing space to allied manufacturers, 


J. R. ARMSTRONG, 
Russell T. Gray, Inc., Chicago. 
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Testimonial , 

To the Editor: Please allow me 
to express my great thanks for the 
wealth of information supplied me 
as a reader in your issues of ADvVER- 
TISING AGE. 

The news and information pre- 
sented prove extremely valuable as 
reasearch, conference, sales and ad- 
vertising material. To detail the 
many uses to which I put the facts 
gleaned from ApverTISING AGE is im- 
possible here. Suffice it to say it 
helps us all do a better job. 

Louis CREVELING, 
Advertising Director, Marion 
R. Gray Company, Los Angeles, Cal. 
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Pun 
To the Editor: With reference to 
Copy Cub’s column in your Aug. 26 
issue: 
Par 16 Mineralized Bread puts the 
baker in the dough. 
Watters E. WetcH, 
Bio-Chemical Research Co., Inc., 


Des Moines, Ia. 
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An 
THE SHORTEST ROAD 


FARM JOURNAL has announced a 4-day printing and delivery 
schedule; a 6-day advertising and editorial dead-line . . . To 
1,100,000 of America’s buying farmers, FARM JOURNAL now 
brings authoritative last minute farm and market news. 


October FARM JOURNAL went to press at 2.00 A. M. last 
Thursday morning (Sept. 12th). Today (Sept. 16th) it is in the 
hands of farmers from Maine to California—the fastest printing 
and delivery schedule in the national farm field. 


Write for a copy of this October FARM JOURNAL. It will be 
delivered to you as FAST as it was delivered to nearly one- 
third of America’s country road farmers. Study its pages and 
you will see why FARM JOURNAL in this more modern and 
more useful form has become the advertiser’s Shortest Road 
to the National Farm Market. | 


November Issue will be delivered October 14th. Last forms close 
in Chicago, October 8th. Spread your news in FARM JOURNAL. 


Aehaus btn 


PUBLISHER 


) WASHINGTON SQUARE PHILADELPHIA, PENNA. 


NEW YORK DETROIT CHICAGO 
> 420 Lexington Ave. General Motors Bldg. 180 No. Michigan Ave. 


7 Pacific Coast Representatives: W. F. Coleman 
Seattle San Francisco Los Angeles 
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CHARIS PLACES 
RADIO IN BACK 
OF SALES STAFF 


“Sisters of Skillet” to Aid 
Corset Sales 


Allentown, Pa., Sept. 12.—The 
Charis Corporation, makers of 
patented adjustable foundation gar- 
ments for women, will concentrate 
its entire advertising activity for the 
fall and early winter in radio, it 
was revealed this week. John L. 
Butler Company, Philadelphia, is 
the agency. 

The well-known radio team, “Sis- 
ters of the Skillet,” has been signed 
by Charis for a series of 15-minute 
broadcasts, to be aired each Sunday 
at 1:45 p. m., beginning next week, 
over a Columbia Broadcasting Sys- 
tem network of 53 stations. 


Cash Prizes Given 


The show, except for the possible 
interpolation of a few unblushing 
comments on corsetry, will be the 
same comedy solution of household 
problems submitted by the audience 
with which the popular comics, 
Ralph and Eddie, have won fame. 

In addition, however, the Messrs. 
East and Dumke, as they are known 
outside the studio, will read each 
Sunday the first four lines of a five- 
line limerick, with the announce- 
ment that $150 will be distributed in 
25 prizes each week for the best con- 
cluding line submitted. 

Both the Charis garments and the 
Swavis line, introduced by the same 
makers a year ago for younger 
women, will be featured. 

A novel feature of the campaign 
will be a personal contact between 
the sponsors and their audience 
through the medium of the national 
sales force of nearly 6,000 women 
employed by the Charis Corporation, 
which sells direct to consumers. 


Carry Program Literature 


Carrying literature relating to 
the program, these women are al- 
ready plugging the broadcasts in 
their house-to-house calls. Their 
personal message heralding the 
broadcasts serves the fourfold pur- 
pose of winning the interest and 
good will of the prospect, building 
an audience for the program, arous- 
ing interest in the limerick contest, 
and—selling Charis garments. 

In the area to be reached by the 
network broadcasts, the saleswomen 
carry literature announcing the pro- 
gram and the time at which it may 
be heard, together with the network 
station from which it may best be 
tuned in in the various districts 
covered. 

To enable customers and pros- 
pects in the few territories not cov- 
ered by the network to participate in 
the limerick contest even though 
they do not hear the broadcasts, 
blanks containing the first four lines 
of the limerick being broadcast will 
be distributed each week in those 
territories. 


Demonstrations Not Featured 


Despite erroneous reports circu- 
lated recently and deplored by the 
Butler agency as giving the false im- 
pression that Charis saleswomen 
are about to descend on homes 
throughout the nation and stage im- 
promptu “living model” demonstra- 
tions in the drawing rooms, this 
phase of the Charis merchandising 
plan will continue unchanged and 
will not be featured in the coming 
campaign. 

The reports were authored, ap- 
parently, the agency stated, by 
someone who had just learned of 
the specially-designed zipper dresses 
provided to certain of the sales- 
women some time ago to permit 
them to zip open the side of their 
dresses and show a prospect the 
merits of the Charis garment as 
worn by themselves when occasion 
rendered such a demonstration ad- 
visable in the interests of a sale. 


“Philadelphia Inquirer” 


Among Roto Leaders 


Through error, the Philadelphia 
Inquirer was not included in the 
tabulation appearing in the Aug. 26 
issue of ADVERTISING AGE which 
showed those publications carrying 
more than 100,000 lines of roto- 
gravure advertising, as reported by 
Kimberly-Clark Corporation. 

According to Kimberly-Clark fig- 
ures, the Inquirer carried 107,786 
lines of roto advertising during the 
the first six months of 1935, com- 
pared with 83,109 during the first 
half of 1934, 


Berman Joins Adcrafters 

Irving Berman, formerly with 
Sweetland Advertising, New York, 
has joined Adcrafters, Inc., Balti- 
more, as account executive. 


Easy Purchase 
Terms Head Up 
Timken Story 


Detroit, Mich., Sept. 12.—Timken 
Silent Automatic Company is using 
about 125 newspapers in key and 
secondary cities to present its fall 
advertising campaign, based on the 
theme that Timken offers the easiest 
purchase terms the American public 
has ever had available on oil heat- 
ing equipment. 

Prominently mentioned in the 
copy is a free heating survey, valued 
at $50, offered without obligation. 
A professional analysis of the read- 


er’s individual heating problems is 
promised as “Timken’s way of get- 
ting acquainted.” All ads will be 
couponed for easy response to this 
offer. 

Headlines in many of the adver- 
tisements tell the story of the low- 
cost advantage of buying Timken 
oil heat equipment. “Any man who 
can own Timken oil heating equip- 
ment for as little as 36 cents a day 
and doesn’t do it, is missing a bet,” 
says a typical head. 

Coincident with the advertising 
drive, which was prepared by Henri, 
Hurst & McDonald, Inc., Chicago, a 
direct mail and sales promotional 
campaign is being undertaken on a 
national scale. 

Under the direction of T. A. Craw- 
ford, general sales manager, eight 


convention meetings which covered 
the entire Timken territory from 
Des Moines and Minneapolis east- 
ward have been completed, at which 
the advertising campaign was dis- 
cussed in conjunction with other 
plans for making the fall selling 
program more effective. 


Ditman-Pollock Now 
Julian G. Pollock, Inc. 


Harry M. Ditman has resigned as 
vice-president and treasurer of Dit- 
man-Pollock Company, Philadelphia, 
his interest in the agency having 
been purchased by Julian G. Pollock. 

John C. Fairchild, formerly of 
Jerome B. Gray & Co., will be in 
charge of plans and copy of the new 
organization, which will be known 
as Julian G. Pollock, Inc. 
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ADVERTISING AGE 


Heart Failure 


Causes Passing 
Of H. DeClerque 


Chicago, Sept. 12.—Henry De- 
Clerque, veteran publishers’ repre- 
sentative who witnessed the meta- 
morphosis of the advertising busi- 
ness from the ramshackle structure 
of other days to the rock-bottom 
edifice of 1935, died in Chicago Sept. 
9 after an illness of a few days from 
heart disease. Until last Friday, Mr. 
DeClerque, head of Henry DeClerque, 
Inc., attended business regularly. 

Born in Chicago, Feb. 1, 1859, Mr. 
DeClerque was 76 years old. His 


early business career was spent on 
the old Chicago Inter-Ocean. He left 
that daily to embark upon a_pub- 
lishing venture, but in 1887 found 
his life’s work by forming a part- 
nership with the late J. L. Hirsch- 
man, who had been advertising man- 
ager of the old Milwaukee Herold, 
a German paper. 

This pioneer firm of publishers’ 
representatives found themselves in 
an almost virgin field and _ they 
quickly allied themselves with such 
papers as the St. Louis Globe-Demo- 
crat, Cincinnati Times-Star and 
others of equal prominence. 


Also Did Agency Work 


In its early days, the firm not only 
represented a number of _ publica- 
tions, but also, in accordance with 


the existing custom, conducted a 
general advertising agency business, 
boasting a number of important 
clients. Other advertising agencies 
followed the same procedure, having 
special religious lists, agricultural 
lists, etc., to whom they gave busi- 
ness, securing double commissions, 


In 1897, Mr. Hirschman returned 
to the Milwaukee Herold, and the 
name was changed to DeClerque Spe- 
cial Agency. The present style was 
adopted in 1916. 


Mr. DeClerque played a prominent 
part in newspaper organization ac- 
tivities. He helped form the North- 
western Publishers’ Association in 
1897 and shortly thereafter went to 
Western Canada to assist in the de- 
velopment of national advertising 
for newspapers in that section. In 


recent years, he confined his repre- 
sentation to Canadian dailies. 

Mr. DeClerque is survived by three 
sons, Elmer C., Harry H., and Alvin 
W., all of whom were associated with 
their father in business. The latter 
is in charge of the New York office. 

Funeral services were held today, 
with interment in Rosehill ceme- 
tery. 


Appoints McC-E 


Fireside Industries, Inc., Adrian, 
Mich., selling a course in gift wares 
and decoration, has appointed Mc- 
Cann-Erickson, Inc., as its advertis- 
ing agency and plans a somewhat 
larger appropriation than last vear. 
The agency’s Detroit office will serv- 
ice the account. Magazines will be 
used. 


. . edited for today’s alert men and women 


who like news told precisely and speedily .. 


available to sales managers who look for these 


same qualities in advertising results . .. . 


ast NEWSPAPERS 


i 44 ; 


39 VITAL SELLING FORCES IN 18 GREAT MARKET AREAS 


Albany Times-Union ¢ Atlanta Evening Georgian ¢ Baltimore Evening News-Post © Boston Evening American 9 Chicago Evening American 
Chicago Herald and Examiner @ Detroit Evening Times © Los Angeles Examiner ¢ Log Angites Slecald & Express @ Milwaukee Wisconsin News 


New York Evening Journal 


Omaha Bee-News e 


Syracuse Evening Journal ¢ Washington Herald ¢ Washington Times 


Albany Times-Union « AtlantaAmerican © Baltimore American © Boston Advertiser © 
Los Angeles Examiner @ New York American @ Omaha Bee-News ¢ Pittsburgh Sun-Telegraph © Rochester American ¢ 


San Francisco Examiner @ Seattle Post-Intelligencer @ Syracuse Ametican * Washington Herald 


AR 


Pittsburgh Sun-Telegraph 


Chicago Herald and Examiner ® Detroit Times 


San Antonio Light 


£ 


FRIENDLY PRODUCT 


the raising of livestock 
5 and poultry profitable, 


GULFSTEEL 


with PERSONALITY 


"| am your friend" is just as good 
for wire fence as for cigarettes, it 
seems. Johnson Dallas Advertising 
Agency, Atlanta, has been running 
a series like this in farm papers for 
Gulf States Steel Company, Pitts- 
burgh, for several months. 


The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Sept. 17 
Packard Motor Car Company. 
New. “Packard Presents Lawrence 
Tibbett.” Tuesday, 8:30 to 9 p. m., 
EDST, over 79 Columbia stations, 
coast to coast, including the Don 
Lee Network. Originates at WABC, 
New York. Agency, Young & Rubi- 

cam, Inc., New York. 


Carlsbad Products “Company, Inc., 
for Carlsbad Salt. Change of days 
and hours of broadcast. Now Tues- 
days and Thursdays at 1:00 to 1:15 
p. m. Over WOR featuring Reed 
Lawton and the “Health Philoso- 
pher.” Also this week different pro- 
grams will be inaugurated over the 
eight stations in the Yankee Net- 
work and the same number of sta- 
tions comprising the Michigan Net- 
work. In addition the following in- 
dependent stations are included in 
the schedule: WGR, Buffalo; WGAR, 
Cleveland; WFIL, Philadelphia; 
WOKO, Albany; WSYR, Syracuse; 
WFBR, Baltimore; WHEC, Roches- 
ter; WCKY, Covington, and WOL, 
Washington. It is planned to add 
from 25 to 35 additional stations 
shortly. Agency, The H. M. Kiese- 
wetter Advertising Agency, Inc., 
New York City. 

Sept. 18 

Life Savers, Inc. New. Wednes- 
day, 8 to 8:30 p. m., New York time 
over the NBC Blue network, with re- 
broadcast at 1:15 a. m. for Pacific 
coast and Mountain stations. To be 
heard on 25 stations. Originates at 
WJZ, New York. Agency, Topping 
& Lloyd, Inc., New York. 


Sept. 19 

Atwater Kent Mfg. Company. New. 
Concert and operatic artists with 
concert orchestra. Thursday, 8 to 
8:30 p. m., EDST, over 45 stations, 
coast to coast, of the Columbia net- 
work. Originates at WABC, New 
York. Agency, Batten, Barton, 
Durstine & Osborn, Inc., New York. 


E.R. Squibb & Sons, and World 
Peaceways. New. “World Peace- 
ways,” with Deems Taylor as master 
of ceremonies. Thursday, 9:30 to 
10 p. m., EDST, over a coast to coast 
Columbia network. Agency, Geyer, 
Cornell & Newell, Inc., New York. 

Sept. 21 

Scott & Bowne, for Scott’s Emul- 
sion. New. Saturday and Sunday, 
5:45 to 6 p. m., New York time, over 
18 stations of the NBC Blue net- 
work. Originates at WJZ, New 
York. Agency, Marschalk & Pratt, 
Inc., New York. 
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ADVERTISING AGE 


September 16, 1935 


BIGGEST PUBLIC 
RELATIONS 0B’ 
URGED ON BANKS 


Calls for ‘Largest Campaign 
Ever Seen’’ by Business 


Atlantic City, N. J., Sept. 12—The 
biggest job of public relations work in 
history is the primary need of the 
banks and financial institutions of 
America, according to nationally 
known speakers at the 20th annual 
convention of the Financial Adver- 
tisers Association, which closed here 
yesterday. 

Heads of three national advertis- 
ing agencies, presidents of three 
bankers’ associations and specialists 
joined in the diagnosis, declaring 
much of the world’s trouble results 
from economic ignorance, and pre- 
scribing as the remedy a fundamen- 
tal education in the basic facts of 
finance. 

Frank F. Brooks, president of the 
First National Bank of Pittsburgh 
and president of the Pennsylvania 
Bankers Association, pictured the 
present situation as “a race between 
the creaking bandwagon of political 
showmanship and the oxcart of in- 
ternational common sense.” 

Declaring that “mounting tax bills 
are proving to be search warrants 
for the discovery of truth,” and that 
“the great masses are thinking and 
learning to think under the spur of 
horrible necessity,” he called for 
“the biggest advertising campaign 
America ever saw” to take advan- 
tage of the new hunger for 
knowledge. 


Expense Unimportant 


“It should be produced regardless 
of expense,” he urged. “It should 
reach into the nooks and crannies 
of the smallest hamlet. Its spon- 
sorship should be so broad that the 
most prejudiced mind dare not chal- 
lenge its spirit of altruism. It 
should consolidate, vitalize and en- 
courage the almost mute and disor- 
ganized American majority of 
straight thinkers. 

“It should draw the sharp line be- 
tween right and wrong economics. 
It should point out that the economic 
law against something for nothing 
is still on the books. 

“It should put government and 
politics in their true relation to our 
economic life. It should be a cam- 
paign of permanence, chargeable as 
an insurance policy against the dep- 
redations of economic illiterates and 
half-baked theorists. 

“The American banks, pecking 
away individually, no matter how 
brilliantly, cannot hope to solve a 
problem of this magnitude. Even 
working together they cannot just 
now hope for success, because their 
motives are still under challenge. 
There is urgent necessity for the in- 
telligentsia of America to go into 
the committee of the whole. Bank- 
ing and business must get together, 
to sell economic literacy to America. 

“The present world dilemma was 
born through violation of economic 
laws. The agony is being prolonged 
by continuing to violate them. The 
peoples of the world are grasping for 
any theory that promises relief. A 
continuance of submissive silence 
by American finance is neither wise 
nor safe.” 


Hubbard Talks Turkey 


G. Munro Hubbard, president of 
Doremus & Co., New York agency, 
offered brutally frank advice on the 
investment banking field. “Some 
reasonable explanation must be of- 
fered,” he said, “of a lot of things 
that look queer, so that people will 
gradually come to understand that 
you are not necessarily dishonest, 
that losses are not necessarily de- 
liberate frauds, that investment 
banking is an essential economic 
function. 

“There is no such thing as a se- 
curity that is secure. Every banker 
takes this for granted. Yet nine out 


of ten salesmen selling a bond are 
likely to say it is as safe as a 
church. Every salesman asked 
such a question, whether a particu- 
lar investment is safe, should be 
trained to reply ‘not on your life.’ 

“The basic reason for most of the 
trouble lies in the fact that the gen- 
eral public is profoundly ignorant of 
the nature of the investment bank- 
ing business. It does not understand 
the peculiar limitations, and I don’t 
need to tell you that people are al- 
ways suspicious of what they do not 
understand. 


Must Not Mislead Public 


“It is hard to get most business 
men to stop thinking about today’s 
profits long enough to realize the 
importance of establishing and ad- 
hering to an intelligent public rela- 
tions policy. 

“Refrain from any advertising or 
sales method likely to mislead the 
public into thinking that investment 
banking is a profession. This sort 


of thing always leads investors to 
expect the impossible and ultimately 
ends in disaster. 

“Make some appropriation every 
year for a vigorous contribution to 
public education on the nature of the 
business. This can be done through 
speeches, pamphlets, advertising, 
sales literature, house bulletins, let- 
ters to customers, countless meth- 
ods. If this had been done for five 
years before the 1929 crash the en- 
suing five years would have been 
less painful. 

“Any house establishing such a 
public relations policy will find a 
large audience which has been wait- 
ing for some investment banker to 
talk this way about his business, 
and will reap practical rewards in 
recognized leadership, enhanced 
confidence and new customers. 

“Get the mystery out of the in- 
vestment banking business and tell 
investors what it really is and what 
can and cannot be expected from it. 
A sincere exposition of the subject, 


written as investment bankers write 
and speak to each other in discuss- 
ing their own problems, is more 
likely to have the right result than 
any amount of cleverness.” 

I. I. Sperling, assistant vice-presi- 
dent of the Cleveland Trust Com- 
pany and president of the Financial 
Advertisers Association, predicted 
that “financial advertising will again 
reach and surpass its volume of pre- 
depression days. Its character, how- 
ever, will be considerably changed. 


Must Build Good Will 


“The job today is not writing a 
single advertisement. It is advertis- 
ing, personal selling, publicity con- 
tacts, everything that makes up pub- 
lic relations, a comprehensive good 
will building job. 

“This is not propaganda or lobby- 
ing or press-agentry. It is an honest 
attempt to educate and inform. Cer- 
tain essential facts and truths about 
banking are as fundamental as hu- 
man nature itself and should long 


ago have been impressed upon the 
general and banking public.” 

H. B. LeQuatte of Churchill-Hall, 
Inc., president of the Advertising 
Club of New York, urged bankers to 
apply the methods of industrial ad- 
vertising, starting with a thorough 
market survey. 

W. E. Brockman, assistant secre- 
tary of the Northwest Bancorpora- 
tion, Minneapolis, declared that 
“frankness in banking is the best 
policy.” He warned bankers to help 
advise their business customers on 
advertising policies, pointing out in- 
stances in which advertising re- 
trenchments had brought commer- 
cial suicide—one such case being a 
department store whose new banker- 
manager did the retrenching. 


Auer Goes to “Journal” 


George J. Auer, advertising mana- 
ger of the New York Herald Tribune, 
will assume new duties Oct. 1, as as- 
sistant to Lee E. Olwell, publisher 
of the New York Journal. 
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Maine Joins Plan for 
New England Campaign 


New England states are planning 
a joint advertising campaign which 
will proclaim the attractions and ad- 
vantages of that section of the 
country. 

Governor Louis J. Brann, of Maine, 
and the executive council, have 
voted withdrawal of $10,000 from the 
state contingent fund as Maine’s one- 
fifth share of the cost of the pro- 
posed campaign. 


Earl Hyde Transferred 


Earl Hyde, Detroit district mana- 
ger for General Outdoor Advertising 
Company, has accepted an assign- 
ment with General Outdoor in New 
York. He is succeeded in Detroit by 
Lawrence Myers. 


WIRE Names Broecker 


Arthur C. Broecker, for the past 
12 years local display manager of 
the Indianapolis Star, has been ap- 
pointed sales manager of radio sta- 
tion WIRE, Indianapolis. 


THREE DRIVES 
GET UNDER WAY 
FOR PARAFFINE 


Coast Company Puts Rugs 
in National Picture 


San Francisco, Cal., Sept. 12.—The 
Paraffine Companies, Inc., manufac- 
turers of a varied line of building 
materials and related items, will re- 
lease, this fall, three distinct adver- 
tising campaigns. 

For the first time in the history 
of the company, national magazine 
advertising will back up the sales 
of the firm’s Pabco Guaranty 5 Rugs. 


Full pages in four colors and half 
pages in the Saturday Evening Post 
will start this month. The Paraffine 
company has achieved national dis- 
tribution on this product by means 
of “tailor-made advertising cam- 
paigns,” according to Richard Hil- 
liard, vice-president in charge of 
sales. 

“The sales problem of a company 
with as many, and as varied, items 
as those that we manufacture, is not 
without its complications,” Mr. Hil- 
liard declared. “Experience has 
shown that no ‘canned program’ will 
do for all accounts. A Fifth Avenue, 
New York, home furnishing store 
has a different problem than a Mis- 
sion Street, San Francisco, merchant. 
Dealer McWhinney, in his small 
Dallas, Tex., shop, has a different 
merchandising problem than Floor 
Covering Manager Rathbone, one of 
many executives of a large Chicago 
department store. 

“Yet, by taking case histories from 
our files, our advertising and mer- 


chandising department is prepared 
to—and does—prepare a sound, eco- 
nomical plan for each type of dealer, 
whether it is a simple customer let- 
ter, a one-column ad, a suggested 
window display, a store-wide sale, 
or a comprehensive combination of 
all merchandising media into a com- 
plete dealer campaign. The next 
logical step in merchandising of this 
sort is the use of national magazine 
advertising designed to reach the en- 
tire family.” 

The new series stresses style lead- 
ership, portrays the designs and em- 
phasizes quality. In addition to the 
trade name, the five-year guarantee 
is reiterated and mention is also made 
of Pabco Lino-Weave and Pabco War- 
ranty Yard Goods. 

A consistent national advertiser 
over 50 years, this is the first time 
that national advertising has been 
used in conjunction with the com- 
pany’s rugs. 

September also marks the resump- 
tion of advertising of Mastipave, a 


SALES ACTION 
sels FRIDAY 


— THE VERY DAY COLLIERS APPEARS 


Ir doesn’t take long to translate an advertise- 
ment in Collier’s into a neatly wrapped pack- 
age thrust under the arm of a customer. The 
very day Collier’s reaches its readers its pull 
is felt in retail outlets all over the country. 
That’s because Collier’s, with its quick 
tempo and fresh viewpoint, has attracted the 
most active market in America. 2,400,000 
men and women (with their families) who 
are alert to everything that is new and in- 
teresting —from the real effect of Hitlerism 
in Europe to the latest model refrigerator. 
Collier’s readers do not wait when they see 
something they want to buy. They act. 


In fact, if they weren’t built that way they 


Collier's 


wouldn’t be reading Collier’s. For Collier’s 


has nothing to offer people of settled habits 


and convictions—who yawn contentedly 


over innocuous fiction, ponderous articles 


and opinions which never rub them the 


wrong way. Such. people— with slow, settled 


habits —Collier’s automatically eliminates. 


Every advertising dollar spent in Collier’s 


finds an open-minded, eager-to-buy audience. 


This great audience is yours to talk to any 


Friday. It is a market that doesn’t mull and 


ponder before it buys. Its response is imme- 


diate— often just a matter of hours. And in 


today’s hard fight for business, advertisers 


find this a mighty important advantage. 


Thee Abcleve Mlirkel 


Read every week by more than 2,400,000 Active-Minded Families 


THE CROWELL PUBLISHING COMPANY e 250 Park Avenue, 


NEW YORK e PUBLISHERS: COLLIER’S e« WOMAN’S HOME COMPANION e THE AMERICAN MAGAZINE e¢ THE COUNTRY HOME 


© 1935, The Crowell Publishing Co, 


CELEBRATES BIRTHDAY 


sur os ss * 


Cleveland Trust Company, whose 
advertising head, |. |. Sperling, is 
president of the Financial Adver- 
tisers Association, is celebrating 
its 40th anniversary with a series 
in local mediums stressing the 
slogan, "Not age, nor size... 
but usefulness." 


resilient floor-covering. The media 
used in this campaign include Time 
in the general field, and Buildings ¢€ 
Building Management, Bus Transpor- 
tation, Chain Store Age and Factory 
Management and Maintenance. 

Tying in with the rapidly increas- 
ing activity in the building field, 
throughout the West, Paraffine is 
also releasing a heavy advertising 
campaign in newspapers in Califor- 
nia, Oregon, Washington, Idaho, Ari- 
zona, Utah and Texas. 

The advertising in this series fea- 
tures one Paraffine product in each 
advertisement, and by means of lay- 
out treatment includes secondary 
mention of at least three other items 
in the line. Under the heading, 
“Build and Modernize with Pabco,” 
the copy dramatizes the selling mes- 
sages with such subcaptions as 
“Don’t Be a Roof Gambler,” “The 
‘Crowning Glory’ of a Home,” “A 
Ton of Water in the Walls of Your 
Home,” etc. 


See Good Season 


In the advertisement featuring the 
last caption is a good example of the 
copy technique employed: “The out- 
side of an unpainted stucco house 
of average size will absorb from one 
to three tons of water during the 
rainy winter season! If your house 
is stuccoed and not properly water- 
proofed you need Pabcoat ... the 
paint that forms a ‘stone veneer’ 
over the surface of your home, be- 
comes an actual part of the stucco 
or cement exterior surface, is fire- 
resistant, tough and flexible! ...” 

Officials of the company anticipate 
the most active season for some 
years past, due to normal improved 
business conditions as well as to the 
fact that the Federal Housing Ad- 
ministration reports better results 
in the West from its building cam- 
paign than in almost any other sec- 
tion of the country. 

The advertising is under the direc- 
tion of Emil Brisacher & Staff, San 
Francisco. 


B. & B., New York, In 
Fourth Expansion Move 


Benton & Bowles, Inc., New York 
advertising agency, has moved to 
larger quarters at 444 Madisoh Ave., 
occupying the entire eighth and 
ninth floors. 

This is the firm’s fourth move 
since its inception in October, 1929, 
as a partnership of William B. Ben- 
ton, now board chairman, and Chester 
B. Bowles, executive vice-president, 
with a staff of nine. 


Plumer Joins Service 
Group; Name Changed 


Fred W. Plumer, formerly of 
Floing-Plumer Studios and F. W. 
Plumer, Inc., has joined Law-Chap- 
man-Shepherd, Inc., Chicago, which 
has been reorganized and rehamed 
Law-Plumer, Inc. 

The Law-Plumer organization pro- 
vides a creative service specializing 
in sales promotion plans and mate- 
rials, but does not function as an ad- 
vertising agency. 
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More Advertising of 


Securities 


By Counsel tor SEC 


Is Urged 


Fear of Liability by Mediums and Agencies Is 


“Groundless,’ 


’ Burns Says 


Atlantic City, N. J., Sept. 11.— 
The whole object of the Federal 
Securities and Exchange Commis- 
sion law is publicity. 

The commission is eager to help 
newspapers and magazines to share 
in this through large-scale advertis- 
ing. It assures them definitely that 
fears of being involved in criminal 
or civil liability for publishing such 
advertising are groundless. 

It feels that unwarranted timidity 
among some lawyers is the main 
thing now holding back the adver- 
tising of new issues. 

These points were emphasized 
here Monday night by Judge John J. 
Burns of Washington, counsel for 
the SEC, addressing the 20th annual 


convention of the Financial Adver- 
tisers Association. 

“Adequate advertisement of new 
security issues has been and I re- 
gret to say still is,” he said, “one 
of the most troublesome of our 
problems. Our efforts to cooperate 
with advertising agencies, periodi- 
cals and newspapers have been 
hampered and to some extent com- 
pletely frustrated by the fears of is- 
suing corporations and underwriting 
houses, 

“The fears which have occasioned 
the refusal of newspaper and peri- 
odical advertising of new issues are 
without reasonable foundation. 

“The Securities Act and the Com- 
mission regulations have a simple 


WADHAMS ISSUES A TIMELY WARNING 


HOOL ..... slow! 


toring nothing else is so important® 
Better countless minutes lost than life- 
time memories of a broken little body. 


On the da 
Wadhams } 


schools opened in Wisconsin and upper Michigan, 

il Company, Milwaukee, published this eight-column 

advertisement in 70 papers, backing it up with two-color reprints for 

dealer and station windows, and special announcements on its regu- 

lar broadcasts over WTMJ. F. H. Casey is the Wadhams adver- 
tising manager, and Scott-Telander, Inc., is the agency 


single objective, publicity. Congress 
decided that a publicity statute with 
appropriate safeguards would be 


The Detroit News has better 
than 82% of its Sunday and 
over 94% of its week-day cir- 
culation concentrated in the 
Detroit Trading Area. Further- 
more, 76% of its city circula- 
tion is HOME delivered by car- 
riers who deliver no other news- 


paper. 


Yes, sir, copies of The Detroit News go home because that’s the 
way they are subscribed for. 76% of Detroit News city circula- 
tion is delivered by exclusive Detroit News carriers. And the better 


the income district, the better The News covers it. 


That makes 


Detroit, in the autumn of 1935, America’s unique market—unique 
for two reasons; ease of coverage and ability to buy goods. No 
other market has had Detroit’s extraordinary recovery, and this 
will be accentuated this autumn, because motor car manufacturers 
have advanced the introduction of new models to the fall instead 
of winter months. 


The Detroit News 


Chicago—J. E. LUTZ 


THE HOME NEWSPAPER 


New York—I. A. KLEIN, Inc. 


adequate to control the unfortunate 
incidents of security distribution 
with which we are all too familiar. 
Accordingly it required that certain 
information be given to prospective 
investors. 


“Your interests and those of the 
Commission are identical, in a de- 
sire to overcome the present reluct- 
ance of underwriting houses to em- 
ploy newspaper and magazine ad- 
vertisements in order to present 
new offerings of securities to the 
purchasing public. We administer 
a publicity statute; you sell pub- 
licity.” 


“Last April the Commission com- 
menced a series of round table dis- 
cussions with the financial editors 
of several of our larger newspapers 
and representatives of a number of 
advertising agencies. With the aid 
of these gentlemen we sought to 
evolve practical and workable rules 
which would not only permit but 
encourage advertising new offerings. 

“These rules which apply in the 
advertising of all securities in 
which the public generally might be 
interested, embodied almost entirely 
the suggestions of the newspapers 
and advertising agencies which 
helped us in the task of deciding 
what information and how much of 
it the public should receive through 
the medium of advertising in order 
to be adequately protected. 


In Close Accord 


“The information required was 
considered by all of us who studied 
the problem as the minimum that a 
prudent investor should have in or- 
der to make up his mind. In sub- 
stance, it is only required that the 
prospective purchaser be informed 
of the rights incident to the instru- 
ment for which he is asked to pay 
his money; who the underwriters 
are and what their profit for whole- 
saling the issue is to be; and the 
purposes to which his money is to 
be put. 

“These prospectus requirements 
for newspaper and periodical adver- 
tising represented the efforts of 
our staff and the attorneys for the 
newspapers. At no time were we 
far apart even in our first drafts of 
items to be answered. 

“In fact an advertisement for a 
recent $15,000,000 bond issue made 
up into about a quarter-page of gen- 
erous type and spacing. It was ap- 
proximately of the same compass as 
the regular offering advertisement 
in prevalent use before the act. But 
it gives the customer something 
tangible on which to make up his 
mind on a subject which all of us 
will agree is of vital importance. 

“IT should like to emphasize to 
your profession that the possibility 
of liability being imposed upon a 
newspaper or an advertising agency, 
even in the event the advertisement 
is illegal, is practically negligible. 


Have Nothing to Fear 
“The right of civil action given 
by the act to persons who have been 


sold securities in violation of the 
law extends only to the person who 


advertising agency, 


thus sold him the security. Conse- 


quently newspapers, magazines and 
advertising agencies can have noth- 


ing to fear on that score, since in 
the normal case neither the adver- 


tising agency nor the paper running 
the advertisement are engaged in 


selling the security for their own 


account. 


“Criminal liability, of course, can 
only be imposed for a wilful viola- 
tion of the act. Consequently any 
newspaper or 
magazine preparing or carrying an 
advertisement in good faith, believ- 
ing it to be legal, has nothing to 
fear either from the law or from 
the commission. 


“The subsection requiring the pub- 
lisher or writer to state the amount 
of the consideration was designed to 
prevent the former widespread use 
of so-called tipster sheets, wherein 
supposedly disinterested and un- 
biased investment services were 
paid to tout the securities in which 
some particular underwriter or 
dealer was interested. In other 
words the object is to prevent a 
secretly interested person, having 
his own pocket to serve, from mas- 
querading as an impartial adviser 
of the investing public. 


Need Not Tell Compensation 


“In my opinion the word ‘compen- 
sation’ as used in the act does not 
include the normal advertising rates 
charged by magazines and newspa- 
pers. Hence publications accepting 
securities advertisements at their 
regular advertising rates need not 
disclose the amount thereof. 

“Nor does this subsection, in my 
opinion, affect the role played by an 
advertising agency in drafting or re- 
vising the copy for the advertise- 
ment, since the statements which 
may be contained in the advertise- 
ment do not purport to be made by 
the advertising agency. 

“In fact, seldom or never does the 
name of the agency handling the 
advertisement ever appear. The in- 
vesting public is not asked to buy 
the security on the strength of what 
the advertising agency may think of 
its investment merits, and therefore 
an agency which drafts or revises 
advertising material which purports 
to be a statement by, and of, an 
issuing corporation, underwriting 
house or dealer is not affected. 

“TIT am confident that the ethics of 
good business outlaw the recent 
popular practice of financial writers 
who, pretending to act impartially, 
recommended the purchase of se- 
curities on which they had options 
and calls. 

“Your profession and the Securi- 
ties and Exchange Commission are 
striving for a common objective. 
The publicity of facts essential to a 
reliable understanding of the securi- 
ties offered for sale means business 
to you, and is strictly in accordance 
with the commission’s desires to 
have adequate disclosures adequate- 
ly available. 

“IT can not emphasize too much 
the favorable attitude of the com- 
mission toward a more general use 
of newspaper and periodical adver- 
tising of securities.” 


A 
SUBLEASE 
BARGAIN 


Ideal for Advertising Agency 
or Publisher's Representative 
* 


One of the most delightful office 
suites in Chicago—right at the Mich- 
igan Avenue Bridge. Approximately 
3300 square feet with 16 private 
offices and general office space. 

e 

Because our lease is based on a very 
low rate, we can make a very attrac- 
tive sublease proposition on_ this 
suite—either furnished or unfur- 
nished to a concern of high standing. 
Rents are climbing—now is the ideal 
time to act. 


Address Box 625, Advertising Age. 
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September 16, 1935 


2366 Los Angeles Ave., 
Pittsburgh, Pa. 
August 2, 1935- 


my 
ing Editor 
ise. New York Sunday News 
‘ich New York, N. » 
ise- 
al | Dear Sir: | 
the 
nd I want to thank you for putting the funnies up in four sections. 
- . I don't know whether you should have a slogan " Buy the Sunday 
of 
“4 News and make your Daughter Popular" or not, but from Friday night until 
ts 
n Sunday afternoon, I hear " Jane, can I see the New York funnies?" in 
ig 
of about twenty differentvoices. (Jane Louise is my 14 year old daughter.) 
it 
By actual count last week here's the list who saw our copy of 


: | your paper. Bobbie, Elmer, Bill, Buckey- Jack- Jackie and Jack - Bob, 


Paul, Tommie, another Paul, George, Margaret, Virginia, Lois, Anna Mae, 


Joe, Ann Louise and a stranger in the street car. The four whose picture 


I'm enclosing, were calling at the back door, after I came home from church. 


I grabbed the camera and you have the result. 


They are the youngsters about the neighborhood, so you can make 


your Circulation Manager happy by telling him and some seeds are being sown 


here in Pittsburgh. 
We do like your paper a lot. Am mailing a copy to the Girl 


Scout Camp- Camp Redwing, so that Margaret and Jane Louise will not "miss" 


the ‘funnies’. 
Some of your contests look real alluring, but not getting the 


daily copies, shuts me out. Guess you're too busy editing to do any contesting- 


sort of a daily one as it were with you? 


Thanks again, for giving us such a nice paper, 


Sincerely yours, 


Trib 
une Tower, NEW York's 


Francisco 


Chi 
cago « ~6Kohl Building, San 
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BOOST IN 
FARM INCOME 
OPENS RICH, 
NEW MARKET 


Spendable Cash Income 
_ Almost Doubled 
Since 1932 


Keen sales managers, advertising 
managers and advertising agents look- 
ing over the situation as it exists right 
now, can’t miss the fact that the rural 
market comprises the greenest of green 


pastures. 

Even in a period of general income- 
rise, the increase of spendable cash 
income on the farm during the past 
two years has been amazing... and is 
of the greatest significance. It has 
literally doubled since 1932. And 
today’s farm family has available 
cash .. . after the deduction of pro- 
duction expense... that makes them 
a more important prospect than they 
have been for many years. 

For many advertisers, the rich farm 
market will be a brand new source of 
sales and profits. And one great ad- 
vantage of the situation is that for a 
majority this farm trade can be had 
with next to no extra effort. Farm 
families do the bulk of their buying in 
towns and cities where national adver- 
tisers have already established dis- 
tribution. 


PRICES AND SALES 


SHOW DOMINANCE 
OF MARKET 


(Source: Survey of Current Business 
and U.S. D. A.) 
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1. Farm Income (1935 Esti- 
mated 

2. Cash Available After De- 
ducting Production 


3. Taxes 
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FARM PRICES 
Index of Commodity Prices 
Monthly Average, 1926 =100 
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The 
Period Are the Years 1929-31. 
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IF YOU SELL F 


HERE ARE SOME STARTLING | 


INVESTIGATION JUST COMPLETED SHOW 
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FARM FAMILIES AS BUYERS OF NATION 


|§ GROCER 


76% OF ONE PERSON 
MORE PER FAMILY 


United States Census itself shows one vital 
reason why the farm market holds better 
prospects for food and drug advertisers. 
Farm families, which average 4.02 persons, 
are actually more than one-fifth bigger than 
city families, with only 3.26 people each. 
Every farm wife and mother buys foods, 
medicines, soaps, for a one-fifth larger 
consuming unit. 
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FARMER'S WIFE 


1289 RICHEST 
CIRCULATION 


FARM COUNTIES 


SEE THE PARALLEL! 


THE FARMER’S WIFE Magazine and the rich counties where 
farm families have the most money to spend on good things of life, 
like packaged, advertised foods and nationally-known quality drug 
store products go hand in hand. Compare this map of 1,289 counties, 
which contain the bulk of America’s farm wealth, with the actual 
circulation map of THE FARMER’S WIFE Magazine and see proof! 


Ask us for more facts. 


—_ 


FARM BUYING DOMINATES THE “SMALL TOWN” 


TRADE Look at these cars parked along ‘‘Main Street.” They’re farm 
family cars ... waiting at the curb while the farmer’s wife is buying things 
in the stores. Interviews with leading wholesalers in principal cities reveal 
that more than two-thirds do from 40% to 90% of their entire business with 
dealers in towns under 10,000. And surveys of retailers in towns of from 
2,500 to 10,000 population, show that two-thirds draw from 50% to 90% of 
their entire volume from farm families. 


_——— ' 
STARTLING FAC 
Here are a few signin 
by a survey of gibscri 
WIFE Magazine: | 
propuct H 
FLOUR. ...-. TSF 
BAKING E) 
CAKE FLOUR... 
UNCOOKED|CER 
READY-TOHAT ¢ 
TEA....---eeieres: 
——_ a 
COCOA....- — 
PACKAGED CRA 
PACKAGED SAL 
MACARONI... - 
FACE POWDER. 
FACE CRE§M.. 
TOOTH BRYSHE 
BATH SOAI.... 
FACE AND HAD 
TOOTH PASTE. 
MOUTH WASH. 
LAXATI 
ASPIRIN. 
COLD P 
OINT » Si 
PAGE AFTEF 
SURPRIS5IN 


The above page mery high 
discoveries brought to ight by 
farm field. Two compete bo 
which may make a radi} differs 
opportunities for profit bu 
are available to any adWftiser < 


SHE MUST COOK “3 SQUARES” A DAY .}. § 


Decide for yourself how much more canned foods—flour—coffee and Sher pi 
food the farm woman must buy and use. She has to cook every meal for ery me 
Add to that a 20% bigger family to buy for, and you’ll see why food adveftisers fi; 


the most responsive prospect. 


ere a) = > 7 A % gt - ey Ess . Ir eis Ge - ie = : ee Ste a os Se ct ; \ 3 x cee , Ve oaber s he ; ae A oF co a ee ‘so 
ee 18 ee fF 
= ae ag 
Ee a, —_—_—_——O—_—_ 
mg — ee 
ae ee ee 
eee Ics toniaemstesieeetenenesaenieemeenenienenieaneenieenenanitamsiiaanemaaiaiiamtieaneaninemeiattiniieedl ence 
oe oe | 
j a =e 
BAL mcr 
; - ) i ee 
oe, hee ae 
wos a le Se nag. i nae 
Cena ae H 
OR ee — 
” ieee : ee is . . 3 / 
SNe ee i te ’ \ ’ ‘ 
agra ee ‘ ; , 
Wate ae shes 4 : . 
2 as we Pan | \' ~~ x 
Nh eee ir ; 
d ¢ ° rage: he > 
ae Pat ei ee q ~ ( 
a eens 2 f ~ ~ 
J . ~ be] 
’ | ; . ~ 
‘=, i 
i Te ao 
A AS ANS Roce a 
lh ) Rie ao 
™, Se & Ss . ..* © 
* 
} mene se Sry t * Ye fe , Ine | ) yy A = y 
— ~<a pels eS - ~ re : Hi 
Ba A were OO in = 
F.LCCt~<“‘CSCSCSCS vy, s/t Qa pea ee 
CNN EN ae a a { r sy ¥, SS % « ¢ 7p . Ny ‘ 
aa, a - | Ps 'Gocalet | WaT adhe 
Oy? 9 toe Mii re ) etme es RI : — - i t “a) Talk . . - i i j 1 f ni P 
: ‘¢ [2 — ¥en -¥ A 
Gs aes Cee 4 a)" Bla. T 
Pe ie —y WN it , YY 2 ds da 74 
pe eee ‘ . me ss : m a. . ; ¢ ‘ : 
cs ao 4 ft to) oe nk pane ep i eat t Xf rs Biche? Pa 
mms Pes igor "i ie oe. Sa pigs Oe a te tes 
| —foeee =O Lk Oe rRH ee oe ; 
= Ru -* .. o pina F an, Se ae, Agee i i : { — 
Rr cae es eats . ‘a E a aaah ‘ we S. - 
oy oe oe iit —_ | 
preecnes ae 
eee es rere -— 
io Semele oe 
_ eae MS 
S| 
— > 
ee: ott “S a 
iia arin il | 
ia ata hte ‘G a 
Te A a 
; a te” _ ae f 4 eee et ee ee ee a ae 
ces = — : oo Ld Le cee ns 3s “ _ | as 
eas : : ae = a jr. Beane ee Gee foe ata Fos . fe 
- ae F wee x : ea i 70 ae earns a he _ if ee oe a 
es pe im. ai gk ae * sy a A - ——_~ Set Gl. 
ae = re nh |: We f nS ae “yy —. | 
sai i aia get gy wes * IAS: Nga ’ ee ¥ ae ee ae 
begat i Delia: \ aa dicot % “eee —D —~?_ ee, 
eo. aS os ee a 
ag ee as ae - = } fae . 2 =e wc, 4 ' es, ar 
ae eae, ps. > 4 . r/ < ee ete ‘aie Ste Bh, : 4 : oe me * \ c 
; Z 2 ¥ > oe 
ig C2 — haestsene:.\ een ane ees 
7 = . oa » — 7 is aur iw : 
¥ iY : \ Ae . Pee fie © y oo. Si oe 
/ ff aN te! “ 4 me . ie = ——— YE Bis ee . ae ' ” 
[f} i ‘b, B +k Z i  - nyo. oa 7 4 - 
UG f be tin. 4 _— °° 4 EVs —— 
Index of Retail Dollar Sales ~~ 4) 3") . a al ea ee: A ve “. bam? >a ae 
j of General Merchandise in - “bP _ RO be ge c » ik a 
i Small Towns and Rural Areas. a = A ie SP Pe a a a a - A ¢ 
i a . be es Rees Cae i x ag ~~ Wesie 
boven er. 1 | oat —. A» tee NT me HY 
; n> > : i a Ne wy k es = se Se Se (hia > i ae a ee 7 hy ~ ‘ 
f . +} = () AY . £% weed Be ee at gee, ty ‘ RE Peek ae be , 
| = 5 oe ae: 0 dines Coa Ul CO eee , 
et Mei, sag 2 i meen es en Cee eof || ‘ 
| wh are | \\ ae on B fae 
. re ao . n> . oe 74 4 7.) ios : a eee =< % nents x weet <n ae ; i : 
Sm arene aa aay op. a BBB i DD 
| x dea x ‘(gq Nea eh ee Oe eee Oe ei 
' . ‘ ae * . ae. 4 > r9 ( i 
| ee OE A A RD : 
| fas of Departnent Se es 
Seles in Federal Reserve 
Cities*. 
This chart is otfepged to 
the period | 1929-31 for 
comparison purposes wit 
; “ns above. é 
tlanta, Boston, Chicago, 
: City, pears, lew f-< 
Phitadelohi . 
| Louis, San Francisco. * ee 
Aa se i ee er Ege es a Pi em gle Fear ae NT Sue eee ih Ee 2 a Ge ee ere Reem A My Ma = = ay ee oes Satins 
cogs Ae ict Was a aa ae Herpes & dies pas Laie ati seal bs fone tr oie Wp are a es a ii FO Sean PCIE PN ee Maes: Sean ee ee 
slg: 5 Soni eas a BR ee Ret eo tee ae of SAS ata er ae oe ae eis res ee eo eee Ve: By tease iene Ea Peay eet Deeks eg ara i cis i Oe RR eee eee eet ce tye Gal TERA ol ae ee mae ae 
if a “ge UR Rte Ace" BER sf rep Ne Ne Cia 0 agg ea ean ea oe ree ee Be Pans pies 6, See ay, SN hes rene ee OND a pret Late eae ie eae ie eae eee 
ed a We ae Gre. Pe ge So Baas aos EN ee Fates st.) 0, nee ae Seager SAL cee pease Ne ee beige, ii go ae ae a Fee (eee ne eee Sikes ilirida 
oh) Me el 1G iets gooey et nas meee ai igs Ee Me ry TE a oe 1 a fort ora a Ce _ aes A Sahe £ n "I i * 


ADVERTISING AGE 


September 16, 1935 


19 


G FACTS YOU SHOULD KNOW 


| 


WS STARTLING IMPORTANCE OF OR 
IONALLY-ADVERTISED BRANDS! —3y 


- 
a 


—— " 
nae FROM SURVEY 
ce a MRrcribers of THE FARMER'S 
— USED BY 
ie pr 91.674 
NG POE LA 
POUT RRALS. ss. 86.475 
TO T CEREALS. ..--- 87.1% 


eoeevee 

eooeee 

eoeeee 
ener 
to 
eevee 
eoeere 
en 
* 
sagen +a oe??? 


eee 
eee 
eevee 

wee eeoeoee © 


eooee 
conceeee ee #? 


. 
ee 6 S/O? 
tice ee eee e o 
. 


canes 
oe ee cae ee? 


BIG FAMILIES, FEW DOCTORS 
NEAR ... MAKES BIGGER 
MEDICINE CHESTS! 


The farm woman can’t reach a doctor just around the 
corner—she has to be her own doctor, usually for a big family. 
No wonder small town, farm community drug stores sell 
larger quantities of antiseptics—laxatives—aspiri 
remedies and medical supplies. 
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.E AFTER PAGE OF 
RPRISING FACTS! 


page memdy high-lights a few of the amazing 
ought to ight by a recent survey in this rich 
Two compete books, containing information 


“IT’S THE ONLY WOMAN’S MAGAZINE 
THAT’S WRITTEN ESPECIALLY FOR ME.” 


ake a radial difference in your ideas and in your 
for profit built out of this survey. They 
to any adWftiser or advertising agent. 


Yes! Literally one 
magazine alone is 
written for the farm 
woman. The dozens 
of town women’s 
magazines ignore her 
home problems. 
j Their recipes—home- 
making ideas—house plans 
—child care articles apply to 
the farm woman only to the 
most limited extent. But 
THE FARMER’S WIFE 
Magazine is written for farm 
women—no wonder it has 
produced such amazing re- 
sponses for advertisers. 


THE FARMER’S WIFE 
IS A MODERN WOMAN 


Gone are the days of the leather-skinned, 
wispy-haired farm woman—survey figures 
show that at least 80 % of them are definitely 
beauty conscious. A tremendous market 
here—not only for face powders and face 
creams, but for rouges, wave sets, and all 
the accepted beauty aids—not to mention, of 
course, the millions of cakes of soap, mouth 
washes and tooth pastes. 


AY .+. EVERY DAY 


offee and Ser packaged, advertised 
meal for ery member of the family. 
‘ood adveftiters find the farm woman 


- Rated as Better Prospects 


RICHEST 
MILLION 
FARM 
FAMILIES 
AVAILABLE 
AS GROUP 


Than City Families by 
Advertisers to Women 


rural market of today, with 

its astonishing gain in income, 

forms a veritable charmed circle 

for advertisers to women. But within 

this circle, there is an inner, and 

extra-charmed circle of especially 

tich counties which are enjoying the 
lion’s share of this increase. 

In these 1,289 counties live the farm 
tamilies who have the real money. 
And it is in these counties that the 
circulation efforts of THE FARMER’S 
WIFE Magazine are concentrated . . . 
so that advertisers can tell their story 
easily and directly to the richest 
million farm families! 


THE FARMER’S WIFE has a 
guaranteed A. B. C. circulation of 
1,050,000. Its readers are the most 
modern farm women in America. . . 
living on the best farms, enjoying the 
highest farm incomes, spending the 
most money on nationally-advertised 
products. 


And don’t overlook the all-important 
fact that THE FARMER’S WIFE is 
actually the only magazine in America 
especially written for the farm woman. 
Advertisers not familiar with the situa- 
tion have been dumbfounded that any 
one magazine can have such a powerful 
hold on its readers. 


“We always felt that with our 
former magazine list we had a sufficient 
coverage to cover most of the market 
in the territory to which THE FARM- 
ER’S WIFE goes,” writes R. G. 
Pankow of the Rit Products 
tion. “This spring we added THE 
FARMER’S WIFE to our list of maga- 
zines and .. . it had the second lowest 
cost per inquiry out of a list of 14 
magazines.’ 


“To date THE FARMER’S WIFE 
has produced inquiries at the lowest 
cost of any of the 5 magazines on our 
list,”” comments J. N. Brown, of Moser 
& i advertising agency for 
Dic-A-Doo paint cleaner. And “our 
average inquiry cost was 2.2c,” adds 
Frederick Herrschner Company. 


Not only in the food and drug fields, 
even in items which men use— 
but which are bought largely by women 
—THE FARMER’S WIFE Magazine 
shows a similar high record. “On the 
basis of traced results (of advertising 
for Big Yank work shirts) THE 
FARMER’S WIFE and one other 
practically tied for first place, and not 
only produced a larger number of 
inquiries, but inquiries at a lower cost 
than any of the other eight publica- 
tions on the list,”’ reports Lyman L. 
Weld, of Mitchell-Faust Advertising 
Company. ‘The merchandising co- 
operation which you extended . . . has 
been very helpful in getting active 
sales co-operation from jobbers.” 


If you have not discovered already 
‘what this farm market will yield to 
an aggressive selling plan, learn now. 
Call the nearest FARMER’S WIFE 
Magazine representative today and 
make an appointment. Have him 
bring you the complete facts of the 
recent farm market survey; find out 
from him what help THE FARMER’S 
WIFE Magazine can and will give you 
and your jobbers in getting more sales 
out of the farm field. 


CThe 
FARMER'S WIFE 


‘Magazine 
NEW YORK 
405 Lexington Ave. 


SAN FRANCISCO 


ST. PAUL 
55 E. Tenth Sc. 155 Montgomery 


CHICAGO 
307 N. Michigan Ave. 
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EDITOR OUTLINES 
HIS PHILOSOPHY 
OF ADVERTISING 


New York, Sept. 12—A_ limited 
number of advertising men this week 
received copies of a handsome book 
issued by The American Weekly, 
containing reprints of six addresses 
delivered at annual conferences by 
Morrill Goddard, only editor of the 
magazine since its establishment in 
1896. 

Mr. Goddard, who insists that edi- 
tors and advertising men can afford 
to deal with nothing but facts, pre- 
sents his philosophy and that of his 
publication in detail in “What In- 
terests People and Why.” 

“If a feature page in the front 
part of The American Weekly is read 
and talked about in 5,500,000 homes,” 
demanded Mr. Goddard in one chap- 
ter, “is there any sound reason why 
an advertising page in the back 
part of the magazine could not be as 
striking and interesting? 

“Stripped of all its complexities, 
the problem of magazine editor and 


advertiser comes down to the same 
two fundamentals—to seize atten- 
tion and deliver a compelling mes- 
sage. The clergyman has the same 
problem and so has the political can- 
didate. ... 


Many Different Labels 


“If it’s a Liberty Bond drive, we 
call it a patriotic appeal; a Red Cross 
or charity drive is an appeal to your 
heart; a campaign for prohibition is 
propaganda, and a promotion plan to 
market a new soap, soup or razor 
is advertising. But the fundamentals 
are the same—attention and a con- 
vincing message. 


“It is the practical application of 
what science calls the suggestibility 
of the human mind. And the suc- 
cess in each case is usually meas- 
ured by the grip on the attention, 
the persuasiveness of the message, 
and the merit of the object or article 
promoted.” 

Mr. Goddard admits that he occa- 
sionally turns advertising man him- 
self and he tells of one such case in 
these words: 

“We were offering as premiums 
some colortype reprints of paintings, 
and in the promotion I printed in 
large type the words, ‘Ready to 
Frame.’ This carried the implica- 
tion that the chromo was worth 
framing, and suggested the worth- 
whileness of getting it. Thus the 


phrase, which is really absurd, served 
a useful purpose and I have been 
amused to see it used by others 
since.” 

The book, bound in genuine sheep- 
skin, is being sent out uncut. 


Hanna, Fehrenbach 


to Publishing House 


Phil W. Hanna, formerly with 
American Builder and Motor Age, 
has been appointed managing editor 
of Practical Builder, by Industrial 
Publications, Inc., Chicago. 

A. J. Fehrenbach, business mana- 
ger of this company’s Ceramic Data 
Book, will become assistant publisher 
of Industrial Publications, Inc. 


E. B. Nolden Appointed 


Edward Bruce Nolden, formerly 
Western manager of Scripps-Howard 
Newspapers, has joined tiie advertis- 
ing department of American Drug- 
gist, New York. He succeeds 
Richard Hoefer, who has become 
business manager of Town & Coun- 
try, another Hearst publication. 


Nina Atkinson Appointed 


Nina Atkinson, formerly assistant 
advertising manager of A. Schilling 
& Co., San Francisco, has joined the 
San Francisco office of M. C. Mogen- 
sen & Co., publishers’ representa- 
tives. She will supervise their Vir- 
ginia Ross Home Economics Insti- 
tute. 


-strong and 


ALE R] ...thars “us” 


Poster design by Los Angeles office 
of J. Walter Thompson Co., for the 
Coast Fishing Company, Wilming- 
ton, Cal. . . . reproduced by The 
Donaldson (Newport, Ky.) Division 
of The United States Printing & 
Lithograph Co. 


Ky. and Erie, Pa. 


—_ advertising, this handsome Balto 24-sheet poster 
— example of the fine quality color reproductions turned 
out by our modern poster and display plants in Newport, 


The versatility and alertness of “U S” .. . ability to adapt 
color in an outstanding manner, not only to posters, but 
also to scores of merchandising and point-of-sale uses that 
“help sell your products” . . . is the result of more than 
a half-century of experience. 


Not swivel-chair experience, but field contact with mer- 
chandising problems of many industries that develops spe- 
cialists in merchandising ideas and materials for color 
reproduction . . . working understandingly with advertising 
agencies and advertisers. 


You can rely on “U 8S”. 


” 


THE UNITED STATES PRINTING & LITHOGRAPH CO. 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St. 


CHICAGO 


205-V W. Wacker Drive 


BALTIMORE 
407 Cross St. 


INSTITUTIONAL 
DRIVE STARTED 
BY NEWSPAPERS 


60 Dailies to Carry ‘Chicago 
Tribune’ Copy 


Chicago, Sept. 11.—With 60 news: 
papers already pledged to carry the 
copy, the Chicago Tribune has 
launched what is said to be the first 
institutional campaign ever con- 
ducted in the newspaper field regard- 
less of affiliations or competitive 
conditions. 

The campaign, featuring the slo- 
gan, “Newspaper Advertising Is 
Point-of-Shopping Advertising,” em- 
braces 20 pieces of copy, ranging 
from two columns by 50 lines to 
three columns by 200 lines. It will 
run weekly or oftener in each paper. 

The Chicago Tribune is making 
the campaign available to any inter- 
ested newspaper for the cost of the 
electros. Every Chicago newspaper 
has signed for the campaign. The 
institutional copy will not be altered 
in any instance, the Tribune fearing 
that the objective might be defeated 
if dailies carrying the campaign were 
permitted to add to the story. 


Objective of Campaign 


The Tribune’s invitation to the 
country’s great newspapers said in 
part: 

“Before the individual newspaper 
can materially increase its volume of 
national or general advertising, there 
must be released by manufacturers 
and their agencies a greater total 
volume of advertising intended for 
newspapers. 

“While competitors of the news- 
paper have been active in promoting 
their respective fields, there has been 
little or no aggressive action on the 
part of newspapers in the promotion 
of newspaper advertising as an in- 
stitution. On the contrary, each 
newspaper, in its sales solicitations 
and publicity, strives to sell itself 
and its market. The primary aim 
of each has been to get on the sched- 
ule and to share in the business 
available—after the advertiser has 
made up his mind how much he in- 
tends to spend in newspapers as a 
whole. 

“The job which demands to be 
done is to influence these advertisers 
and their agencies before they have 
set up their budgets.” 

The campaign as outlined and pre- 
pared by the Chicago Tribune ap- 
pears to be the motive power which 
will make the drive one of the most 
intensive in the history of advertis- 
ing. Currents and cross-currents are 
being set in motion. For instance, 
if the Chicago Tribune schedules an 
advertisement in any other newspa- 
per, or in any trade paper, it will 
feature the slogan, “Newspaper Ad- 
vertising Is Point-of-Shopping Ad- 
vertising.”” Other newspapers are 
being urged to follow the same 
strategy. 


Will Use Stickers 


As an indication of the impetus 
which has been created, George Auer, 
who has just resigned as national 
advertising manager of the New 
York Herald Tribune to join the New 
York Journal, suggested that news- 
papers attach to all correspondence 
and direct mail going to agencies 
and advertisers a sticker bearing the 
same slogan. Acting on this idea, 
the Chicago Tribune has made stick- 
ers available to newspapers at a 
nominal sum. 

The copy itself has been carefully 
prepared. The slogan has been em- 
phasized in many different typogra- 
phical set-ups, while reverse plates 
and Ben Days have been used lav- 
ishly to secure attention. 


Stevenson to K. N. & R. 


Edward Ford Stevenson, formerly 
president of Visugraphic Pictures, 
Inc., has joined Kelly, Nason & 
Roosevelt, New York agency. 


FOR NEWSPAPERS 
* ” 
NEWSPAPER ADVERTISING IS 
“POINT-OF-SHOPPING” 


ADVERTISING! 


Newspaper advertising is read at the time the prospect 
is consciously planning to make an immediate purchase. 


One piece of copy in the series 

developed by the “Chicago Trib- 

une" which is now being used by 
about 60 newspapers. 


Issues Bi-Weekly on 
Merchandising Subjects 


Colgate-Palmolive-Peet Company, 
Jersey City, is now publishing a bi- 
weekly magazine, “The Profit Maker,” 
distributed by salesmen to retail 
merchants as a merchandising aid. 

Contents include advice on other 
products as well as those of Colgate- 
Palmolive-Peet. Each issue has a 
run of approximately 11,000. 


McFaddan’s New Work 


Harold McFaddan, Los Angeles ad- 
vertising man, has become director 
of sales and merchandising for 
Llewellyn-Seymour Company, Los 
Angeles agency. 


Samuel with Cabot 


Frank T. Samuel has been elected 
vice-president of Harold Cabot & Co., 
Boston advertising agency. He will 
be in charge of merchandising and 
sales. 


—s 


QUICK,CALL 
RAP 


RAPID 


COPY SERVICE CO. 


Dyed | hotograph 
small objects for art 
copy. Get a Rapid direct- 
from-object photostat. 
Much quicker, and at 
much less cost. 


e SIX BRANCHES - 


NEW YORK 
415 Lexington ..... . 444 Madison 
VAnderbilt 3-3680 


» 
CLEVELAND 
Union Trust Bldg. 

Main 9335 


* 
CHICAGO 
110 So. Dearborn .. . 228 No. La Salle 
360 No. Michigan Ave. 
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GRUEN APPLIES 
NEW PRINCIPLES 
IN ITS ‘CURVEX’ 


Chicago, Sept. 12.—The Curvex, a 
wrist watch based on a new princi- 
ple of construction, was presented to 
the National Association of Credit 
Jewelers at its convention here this 
week by Gruen Watch Company of 
Cincinnati. A substantial magazine 
and radio campaign will be placed 
behind the new timepiece. 

According to the company, curved 
wrist watches placed on the market 
in the past have consisted of the 
usual flat movement, with the watch 
case mounted on a curved base. The 
new Curvex, it is asserted, embodies 
an entirely new principle, with the 
entire movement built upon the focal 
points of an are. Thus the move- 
ment, instead of being condensed, 
occupies the entire case, the antici- 
pated result being more accurate 
time-keeping. Fred Gruen, chairman 
of the board, is hailed as the inven- 
tor. 

Three Curvex models will be made 
available to the public next month: 
Curvex, priced at $50; Curvex Ace, 
$59.50, and Curvex Premier, a 14- 
karat gold watch, at $100. 

The company devoted as much at- 
tention to the case and to the pack- 
age as to the movement itself. Count 
Alexis de Sahknoffsky, who came 
into prominence as the designer of 
the Burlington Comet and the Auburn 
super-charger, as well as for his re- 
cent drawings for Esquire, created 
the case for the new watch. Eugene 
J. Lux, European artist, paused at 
his work of designing great build- 
ings, to bring forth a unique pack- 
age which accentuates the shape of 
the Curvex. 

Advertising to Start 


The advertising for the new watch 
will break in the Sept. 21 issue of 
the Saturday Evening Post, being 
followed by pages in _ Collier's, 
Esquire and Fortune. Radio adver- 
tising will feature “Washington 
Merry-Go-Round,” a newspaper offer- 
ing which has already built up an 
interested audience. Starting Oct. 2, 
the program will run twice weekly 
for 26 weeks over the Mutual Broad- 
casting System. 

Gruen advertising is handled by de 
Garmo-Kilborn Corporation, New 
York, which has also initiated a pub- 
licity drive under direction of Hal 
A. Salzman and Associates. 


Y. & R. Has Gulf 


Young & Rubicam, Inc., New York, 
is in charge of radio activities of 
Gulf Refining Company, formerly 
with Cecil, Warwick & Cecil, Inc., as 
well as the remainder of the account, 
which it has handled for some 
time, Gulf agency executives state in 
correction of the report. in ADvER- 
TISING AGE of Sept. 2 on signing Phil 
Baker to take the late Will Rogers’ 
spot. 


DISTINCTION 


The Willard served as the official 
White House when President and 
Mrs. Coolidge lived here for a 
month during his administration . 
With its modern facilities, the Wil- 
lard retains all the tradition exclu- 
sively its own. 


Single Rooms with Bath $4 up 
Double Rooms with Bath $6 up 


One 
WILLARD HOTEL 
"Residence of Presidents” 
WASHINGTON, D. C. 
H. P. Somerville, Managing Director 


Two Accounts Appoint 


Hillman-Shane Agency 


Hillman-Shane Advertising Agency, 
Los Angeles, has been appointed to 
handle advertising of Western Sili- 
cair Products, Inc., manufacturer of 
insulation products, and Savenick’s, 
Inc., operators of a chain of retail 
tire stores. 

Direct mail and a business paper 
schedule are planned for Western 
Silicair Products, while radio and 
regional newspapers will be used for 
Savenick’s. 


Aitken Takes New Post 


Thomas Aitken, Jr., formerly with 
Bowman, Deute, Cummings, Inc., San 
Francisco, has joined the San Fran- 
cisco office of Kelly, Nason & Roose- 
velt, Inc., as account executive. 


New Pepsodent 
Radio Feature 
Begins Oct. 7 


Chicago, Sept. 12.—October 7 has 
been set for the premier of Pepso- 
dent Company’s new radio feature, 
Al Pearce and His Gang, over the 
red network of NBC, plus Mountain 
and Pacific stations. The new pro- 
gram will be heard every Monday, 
Wednesday and Friday, from 5 to 
5:30, Chicago time. 

The new program, advertising 
Pepsodent tooth powder and Junis 
Cream, ends Pepsodent’s long search 
for a feature comparable to Amos ’n’ 


Andy, the company believes. In 
spite of the long service of Correll 
and Gosden, their drawing power, 
credited with having pulled Pepso- 
dent out of the red, remains un- 
diminished. 

Since they performed this near 
miracle, Pepsodent has scoured the 
highways and by-ways for a radio 
act that could at least approximate 
the results of the Amos ’n’ Andy 
program, and in Al Pearce and His 
Gang the company believes it has 
entertainment as permanent as any 
can be. Acting on this belief, Pep- 
sodent has taken long options for 
renewal. 

While Amos ’n’ Andy appeal to 
the masses, Al Pearce scores with 
the sophisticated. He himself im- 
personates a “dumb guy,” while the 


remainder of his troup specializes in 
satirical “imitations” of such popu- 
lar institutions as home economics 
experts. The only concession to the 
orthodox is by Harry Foster, ro- 
mantic tenor. 

Lord & Thomas handle the Pep- 
sodent account. 


Get Standard Beverages 


Tomaschke-Elliott, Inc., Oakland, 
Cal., has been appointed to direct ad- 
vertising of Standard Beverages, Ltd., 
Oakland, bottler of Nehi, Rum’s Dry 
carbonated beverages ‘and Prima 
Vista wines. 


Presbrey Appointed 


Aspell & Co., Inc., New York, has 
appointed Frank Presbrey Company, 
New York. 


New York 


Florida Ship Canal B 
an Already Good M 


HE Federal Government has allotted 
$5,000,000 to finance preliminary work for 


Florida's $146,000,000 cross-state ship canal. 
Virtually all of this money will be spent in 


ness and industrial activity, prospects for a 


banner tourist year) make Jacksonville's trading 


Daily — FLORIDA’S LARGEST NEWSPAPER o5¢ 
Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Chicago 


Detroit San Francisco 


oosts 


arket 


Jacksonville's trade territory which can be cov- 


ered efficiently only by the Florida Times-Union. 


This and other favorable factors (rich tobacco 


crop, good agricultural yields, increasing busi- 


territory an inviting market for many months to 
come. Adequate advertising schedules in the 


Times-Union will reap a profitable harvest. 


The Florida Cimes-Anion 


LARGEST CIRCULATION IN JACKSONVILLE 


Los Angeles 


GARNER & GRANT, Atlanta, Georgia 
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BANKS URGED T0 
GET PERSONALITY 
OVER TO PUBLIC 


Bemays Tells F. A. A. of 
Value of Symbols 


Atlantic City, N. J., Sept. 12.— 
Business has not even begun to 
wake up to the great advertising 
fundamental which Hitler, Stalin 
and Mussolini know by heart—the 
value of symbols—according to Ed- 
ward L. Bernays, nationally known 
public relations counsel, of New 
York. 

Mr. Bernays told the 20th annual 
convention of the Financial Adver- 
tisers Association here yesterday 
that “leadership rests on an ability 
to understand, interpret and utilize 
symbols,” and that the word means 
“short cuts to thinking, to under- 
standing: the words, the pictures, 
the ideas, the actions that are used 
as simplifications, that form the cur- 
rency of propaganda. The accept- 
ance of the symbol is emotional. 

“Political strategists understand 
this. Take some of the leaders such 
as Hitler, Mussolini and Stalin. Not 
one of these men who have fired the 
imagination of their publics would 
have reached that point if their con- 
ception of publie relations had been 


QUANTITY OR QUALITY? 


Of the 17 million readers of fifteen 
of the best-known general maga- 
. 70.4% live in the 24 most 
prosperous States. Of the 577,503 
readers of National Sportsman and 
Hunting & Fishing, 85.83% live in 
the 24 most prosperous States. 


That is doubtless one reason for 


vertisers get from National Sports- 
man and Hunting & Fishing. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston NewYork Chicago Atlanta 


that of kissing babies, or giving 
cigars to desirable prospects. These 
men recognize that their struggle for 
the public interest and the public at- 
tention is in essence a struggle for 
a response to symbols. 


How to Use Symbols 


“The able politician and statesman 
recognizes this use of symbols in 
political life. For some reason busi- 
ness has not yet recognized the very 
fundamental importance of it. Busi- 
ness appears ignorant of the fact 
that in the last analysis an intelli- 
gent understanding of utilizing sym- 
bols is vital to its continued suc- 
cess.” 

As for the financial field, “it is not 
a problem of getting pieces in the 
paper,” Mr. Bernays said. “It is a 
question of selling the idea that 
banking is an essential part of in- 
dustrial life today, of stressing the 
value of bankers as honest workers 
and as technical experts.” 

A. R. Gruenwald, advertising man- 
ager of the Marshall & Illsley Bank, 
Milwaukee, and chairman of the F. 
A. A. general research committee, 
reported that “this year’s associa- 
tion survey showed more thought be- 
ing devoted to building a specific 
personality for individual institu- 
tions and more attention to advertis- 
ing and selling loans. Half the re- 
porting members stated their su- 
periors to be advertising minded and 
that they had no difficulty in obtain- 
ing adequate appropriations. 

“The survey plainly showed that 
advertising and sales minded insti- 
tutions invariably maintained or in- 
creased their advertising and selling 
appropriations and reported corre- 
spondingly positive results. Insti- 
tutions which had greatly reduced 
their advertising and selling efforts 
reported correspondingly negative 
results. 

“Overloaded 


with funds, some 
banks have stopped advertising for 
deposits. But when they again 


need or desire savings funds, which 
ones will find the public responding: 
those who turned down funds, those 
who accepted them half-heartedly, or 
those who sought them actively 
through effective advertising and 
salesmanship? 

“We see the advertising and pub- 
lic relations department of a bank 
as a kind of balancing department. 
From the viewpoint of economical 
and profitable operation we should 
advertise for savings only when we 
need them. When deposits exceed 
current requirements, let us adver- 
tise and sell loans. But from a so- 
cial as well as an economic basis, 
let us advertise continuously for 
both, putting more stress on what 
we need most, but in no event ceas- 
ing either or both entirely. 

“We owe the public adequate in- 
formation on our savings and credit 


facilities. We are forgetting our so- 


® 


1400 large rooms...each 
with bath (tub and shower) 
Servidor and radio... from 


$950 $950 


TWO-ROOM SUITES from $7.00 
Special Rates For Longer Periods 


LINCOLN 


a A STAR HOTEL 


in New York 


* for BUSINESS...1 block from 
Times Square, 3 blocks from 5th 
Ave. 8 minutes to Wall St. Under- 
ground passageway toall subways. 


* for DINING...3 fine restaurants 
to choose from—the Coffee Room, 
the Tavern Grill and Bar, and the 
Main Dining Room, with dancing. 
& for RECREATION...69 fine thea- 
tres within 6 blocks. 1 block from 


Broadway...4 short blocks to 
Madison Square Garden. 


* for QUIET SLEEP...Our 32 stories 
of fresh air and sunshine assure 
you quiet rest. Simmons beds as- 
sure you comfort. 


JOHN T. WEST, Manager 


FRANK W. KRIDEL 
Managing Director 


PRAISE FOR HUNTER 


Newspaper copy run throughout 
Rhode Island by Eddy & Fisher, 
Inc., liquor distributor, backing up 
the stand taken by Hunter Balti- 
more Rye Distillery in its battle 
with Seagrams, reported in the 
Sept. 9 issue of “Advertising 
Age.” 


cial obligation when we hesitate to 
advertise the merits of regular sav- 
ing simply because it is not profit- 
able at the moment. Constructive 
thrift education serves the individual 


and helps to reduce relief require- 
ments, explode impossible pension 
schemes and curb excessive taxa- 
tion.” 


Henry Ochs, vice-president of the 
Winters National Bank & Trust 
Company, Dayton, O., reported that 
while “good advertising is valuable,” 
he believed that “what we choose to 
call good advertising will not alone 
meet the present need. It must be 
supplemented by a well-rounded pro- 
gram of educating the public in the 
fundamentals of our business. 


“Advertising falls into bolder re- 
lief and becomes immeasurably more 
effective if thrown against a back- 
ground of reasonable public under- 
standing. Failure on our part to 
produce such a background seems to 
me to represent plain shortsighted- 
ness even from our own selfish 
viewpoints. The public never has 
had any real knowledge of even the 
rudiments of banking.” 


Robert V. Fleming, president and 
chairman of the Riggs National 
Bank, Washington, D. C., and first 
vice-president of the American 
Bankers Association, urged banks to 
“conduct individual advertising cam- 
paigns. Acquaint your local com- 
munities with the facilities and func- 
tions of their banks. By construc- 
tive copy educate your citizens in 
the true principles of banking. Make 


understandable to the layman the 
functions of banking. Take the 
mystery out of it.” 


Committees Named for 


California Four A’s 


The following committees have 
been appointed by the board of gov- 
ernors of the newly formed Southern 
California Chapter of the American 
Association of Advertising Agencies: 

Media relations: August Bruhn, 
McCann-Erickson, Inc., chairman; 
Norton W. Mogge, J. Walter Thomp- 
son Company, Inc.; and William 
Hannaford, Dan B. Miner Company. 
Education: Jack Morse, Dan B. Miner 
Company; and Fred Jordan, Hanff- 
Metzger, Inc. 

Mechanical production: David 
Botsford, Botsford-Constantine & 
Gardner; Dudley Logan, Logan & 
Stebbins; and Thomas B. Moody, 
McCann-Erickson, Inc. Membership: 
Dan B. Miner, Dan B. Miner Com- 
pany. Fiscal control; Dana Jones, 
Dana Jones Company. 


P. B. Haber Retires 


P. B. Haber has sold his half in- 
terest in the Fond du Lac Poster Ad- 
vertising Company, Fond du Lac, 
Wis., to Harold J. Manasse, Milwau- 
kee, and is retiring after 57 years in 
the business. Oscar O. Oberreich, as- 
sociated with Mr. Haber for more 
than 20 years, retains his half inter- 
est in the firm, and will act as local 
manager. 


As Giant to Tom Thumb 


(in Spokane’s A. B.C. Trade 


Completed, the gigantic Grand Coulee Dam will 


generate power to 
manufactured g 


roduce millions of dollars in 


s; will provide water for 


1,200,000 arid but immensely fertile acres in the 
Columbia River basin; and add 1,403,000 people 
to the population of the Pacific Northwest. 


The following comparison indicates the mag- 


nitude of the Grand 


ulee high dam for which 


the foundations are now being laid at Grand 


flows. 


Coulee, the enormous gash in the earth from 400 
to 1,000 feet high through which the Columb 


ia 


Grand Nia 

Coulee F 
(High (Amer- 
Dam)* ican)? 


Height 500 feet 157 feet 
Length 4,000 ft. 1,060 ft. 
Installed 

Horse 


Power 2,646,000 562,000 


*U. S. Reclamation Service. 
* Nelson’s Encyclopedia. 


AT THE GRAND COULEE, 92 MILES WEST OF SPOKANE, WHERE THE WORLD'S GREATEST 
POWER PROJECT IS NOW BEING BUILT. 
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NATIONAL DRIVE 
FOR TEA GARDEN 
SYRUP LAUNCHED 


San Francisco, Cal., Sept. 12.—A 
special campaign featuring syrups 
will be launched in national maga- 
zines next month by the Tea Garden 
Products Company, manufacturer of 
a quality line of jams, jellies, pre- 
serves and other products. 

Tea Garden advertising was con- 
fined to the Pacific Coast until last 
year, when, under the direction of 
the San Francisco office of J. Walter 
Thompson Company, the company’s 
promotion appeared in national 
magazines and newspapers, the latter 
being used in spots where the com- 
pany’s distribution was sufficiently 
general to warrant intensive promo- 
tion. 

Distribution of the line, while 
much more general than last year, 
is still spotty to some extent, neces- 
sitating use of newspapers only in 
carefully selected centers. 

The forthcoming campaign will 
run in four national magazines, full 


pages in four colors being scheduled 
for Vogue, and two-column space in 
Good Housekeeping, McCall's, and 
Woman’s Home Companion. Back- 
ing up the magazine efforts will be 
extensive promotion in business pa- 
pers, with Coast papers being favored 
because distribution of the company’s 
products is most extensive in this 
area, 
Eight Business Papers 


Included on the trade list are Cali- 
fornia Retail Grocers Advocate, Com- 
mercial Bulletin, National Grocers 
Bulletin, New England Grocery and 
Market Magazine, Northwestern 
Merchant, Oregon Merchants Maga- 
zine, Pacific Coast Review and South- 
ern California Grocers’ Journal. 

An extensive list of newspapers, 
selected by the distribution-by-terri- 
tory method will also feature the 
syrup deal that is being staged to 
take advantage of the increase in 
pancake and syrup consumption 
prevalent in the fall months of the 
year. 

Newspaper and trade journal copy 
features a “special combination-price 
saving ... when you buy a jug or 
tin of any Tea Garden syrup to- 
gether with a package of your favor- 
ite pancake flour.” Decision as to 
the combination price is left entirely 
to the dealer. The featuring of a 
“price deal” by Tea Garden involves 


Louis clan. Einson-Freeman 


NOW WE KNOW WHY HE WON THAT FIGHT 
\\ 


Joe Louis has Fletcher's Castoria behind him every time he socks an 
opponent, avers this window display, based on the upbringing of the 
Company made the display for Young 
& Rubicam, Castoria agency. 


no departure from the company’s 
usual quality and premium-price level 
policy. 


E. J. McMahon Resigns 


Edward J. McMahon has resigned 
as New England manager for G. M. 
Basford Company, New York. 


So Is Grand Coulee Dam 
Area) to Niagara Falls 


Spokane’s strategic location with regard to this Eighth Wonder of the World is 
indicated by the following table of distances: 


Spokane toGrand Coulee Dam .... . 
Seattle toGrand Coulee Dam. .... . 
Tacoma toGrand Coulee Dam ..... 
Portland to Grand Coulee Dam .... . 
Boise toGrand Coulee Dam ..... . 


Since Grand Coulee is well within the Spokane A. 


92 miles. 
266 miles. 
280 miles. 
385 miles. 
560 miles. 


B. C. Trade Area, the entire 


oom market is benefiting, and will continue to benefit from this great project. 
dvertisers who are establishing their brands in this area are doing a lucrative 


volume of business now. In addition, they are establishing their pop 
ly in an area which is destined to even bigger things 


nation’s outstanding markets. 


In the days of Tom Thumb, pictured on this page, and the 
year before P. T. Barnum on geo alles from England, 


the Chronicle was establish 


1881 


ity secure- 


in years to come as one of the 


followed in 2 years 


by The Review, predecessor of The Spokesman-Review. 
ith better than 90,000 combined circulation (85% 
UNduplicated: Polk) for 101,247 urban families in 
the Polk Spokane area, they exert tremendous 


pulling power in S 
Coul 


ee area, an 


kane, in the Grand 
throughout the 


Inland Empire. 


poppet FALLS, AM 


[ 
COULEE POWER PROJECT IN SPOKANE’S A.B.C, 


ERICAN SIDE, WHICH IS ters for the Grand Coulee develop- 
WARFED BY COMPARISON WITH THE GRAND | ment. 
RE 


TRADE AREA. 


~~. F 


ie: 


— . 
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More Power 
for Advertisers 
in the Spokane Market 
Beeause.... 


Spokane is commercial headquar- 


ee 


Spokane’s basic products, wheat, 
livestock, metals, and lumber are 
up in price. 

Spokane area lumber business 
37.3% ahead of 1934. 


Spokane area automobile sales in 
1935 are 271.9% above 1933 (first six 
months of each year). 


Spokane Department Store sales 
in 1935 are 42% ahead of 1933 (first 
six months of each year). 


Abundant 1935 crops throughout 
the Inland Empire. 


" ., “ ‘ +e, 
TOM THUMB J}, 


Associated Press Photo 


THE SPOKESMAN-REVIEW - Spokane Buily Chronitle 


SUNDAY 


MORNING 


EV 


SPOKANE, WASHINGTON 


ADVERTISING REPRESENTATIVES 
JOHN B. WOODWARD, INC, NEW YORK — CHICAGO — DETROIT — BOSTON — KANSAS CITY — SAN FRANCISCO — LOS ANGELES 


COLOR REPRESENTATIVES — SUNDAY SPOKESMAN-REVIEW MAGAZINE AND COMIC SECTIONS — ASSOCIATED NEWSPAPER COLOR, INC. 


Establishes Brannon, Inc., 
Electrical Appliances 


Brannon, Inc., a new firm headed 
by Herbert E. Brannon, and financed 
by officers of Taylor-Winfield Cor- 
poration, Highland Park, Mich., is 
now in production on its first two 
units, “Cord-less-matic Iron,” and 
“Hot Water Master,” a new type of 
aluminum electric teakettle. 

Eventually the company will de- 
sign and manufacture a complete 
line of household electrical appli- 
ances, using part of the Taylor-Win- 
field plant. Advertising will be 
placed by Grace & Bement, Inc., De- 
troit. 


Norwalk Resumes “Topics” 


Norwalk Tire & Rubber Company, 
Norwalk, Conn., has resumed publica- 
tion of “Norwalk Topics,” company 
house organ, after a lapse of several 
years. 


Combine Book Selec 


Doubleday, Doran & Co., New York 
book publishers, have combined their 
advertising, publicity and sales de- 
partments under direction of Robert 
Haydon Jones. 


“Polity” Seeks Copy 


Polity, Chicago local magazine of 
liberal opinion, which has sought no 
advertising since it was started two 
years ago, has opened a _ business 
office at 540 N. Michigan Ave. 


Buick to Air 
Max Baer-Joe 
Louis Battle 


Flint, Mich., Sept. 12.—Buick Mo- 
tor Car Company will sponsor a 
combined coast-to-coast NBC-WEAF- 
WJZ network broadcast of the Joe 
Louis-Max Baer heavyweight fight in 
New York Sept. 24. 

Officials said that commercial an- 
nouncements would be kept at a 
minimum, with one brief announce- 
ment at the beginning of the bout 
and one in the middle. A complete 
blow-by-blow description of the fight 
will be given by NBC sports an- 
nouncers, to be followed by a sum- 
mary. The network will include out- 
lets in Canada and Honolulu. 

More than 3,000 Buick dealers are 
meeting here currently, the first 
time the entire dealer organization 
has assembled in Flint in several 
years, to hear the plans for 1936 
operations, which will get under 
way shortly. Meetings continue un- 
til Sept. 17. 

W. F. Hufstader, general sales 
manager of Buick, said that Buick’s 
1936 plans are well advanced, and 
indicated that his company would 
be one of the first major manufac- 
turers to announce new models, 
probably later this month. 

Principal speakers at the daily 
sessions include Harlow H. Curtice, 
president and general manager of 
Buick; Mr. Hufstader; F. A. Bower, 
chief engineer; T. H. Corpe, direc- 
tor of advertising and sales promo- 
tion; and Arthur Kudner, head of 
Arthur Kudner, Inc., Buick agency. 


Detroit Office for 
Sawyer-F erguson-Walker 


Sawyer-Ferguson-Walker Company, 
newspaper representative, will open 
a Detroit office in the New Center 
Bldg., on Sept. 15. 

Clark Stevens, formerly of George 
A. McDevitt Company, will be in 
charge. 


Changes Frequency 


The Courrier des Etats-Unis, French 
paper published in the United States 
by William M. Hewitt, New York, 
has altered its format and become 
semi-weekly instead of weekly, as 
formerly, with price reduced from 10 
to five cents a copy. 


ient Accepts Station 
poy ee if Competition 


Gor a listener 


FREE & SLEININGER, /nc. 
NATIONAL REPRESENTATIVES 
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LESLIE SALT T0 
EXTEND EFFORTS 


San Francisco, Cal., Sept. 11. 
—The Leslie-California Salt Com- 
pany, San Francisco, is releasing, 


this week, a new advertising cam- 
paign—the most extensive in the his- 


tory of the company. 


Always a large user of outdoor ad- 
the company maintains 
this policy in the new campaign, 
while 41 newspapers in the three 
Coast states are also being employed. 


vertising, 


The list this year has been extended 


to include towns with a population 
of 15,000. Regional trade papers are 
also to be used in carrying the new 


Leslie message. 
The new campaign continues to 


employ, in small-space weekly inser- 


tions, cartoons by Steig, humorously 
presenting various selling points 
that the advertising stresses. Every 
fourth week the copy turns serious 
and reiterates in a sort of “Believe 
It or Not” style, the selling messages 
that have been used in the past 
month. 

In addition to the “six extra fill- 
ings” slant, so heavily used last 


SALTY HUMOR 


Mother: “Mustn’t point ...it's impolite!" 


Boy Calculator: “But, Mom, that Leslie 
Salt gives 6 extra ounces for the money!” 


Small space insertions, built around 

drawings by Steig, continue to 

play an important role in the ad- 
vertising of Leslie salt. 


year, the advertising attack in this 
year’s campaign will also include 
such points as “free-running, double- 
purified,” as well as a taste-test. The 


weekly insertions confine themselves 
to a single selling point, but the 
monthly, larger space advertisements 
will cover all three with such copy 
as, “How wise are you about salt? 
Ocean water—or salt mine—which 
produces purer salt? Salt made by 
evaporating ocean water is usually 
dissolved and re-crystallized, making 
it much purer than plain mined salt. 
Leslie Salt is dissolved and recrystal- 
lized twice . . . How many times 
will a carton fill your salt cellar? An 
ordinary carton will fill the average 
large salt cellar 26 times. Leslie, in 
full 2-lb. cartons . . . 32 times—six 
extra fillings for the same price...” 

The main theme of the series, the 
one selling point mentioned in each 
advertisement, will continue to be 
“Two full pounds—'% more for your 
money.” The campaign is under the 
direction of J. Walter Thompson 
Company, San Francisco. 


Distiller Expands 
The James Clark Distilling Cor- 
poration, Jersey City, N. J., has pur- 
chased Bridgewater Distilling Com- 
pany, West Bridgewater, Pa., distiller 
of rye whiskies. 


Beck to Brewer-Weeks 

Charles Beck, formerly with Ryder 
& Ingram, Ltd., Oakland, Cal., has 
joined Brewer-Weeks Company, San 
Francisco. 


idedps meen... 


FIVE EAR CONDITIONED 
RADIO PROGRAMS 


I—A dramatic skit, “Mrs. Dean’s 
Daughter.” Fifty-seven women the 
jury; four 15-minute episodes the 
testimony. Verdict 54 ayes, 3 nays. 
Sixteen apparel items were men- 
tioned in commercials; an average 
of eleven items remembered. 
2—Walberg Brown and his golden- 
voiced violin. Supported by his famed 
string quartet. Now “network” three 
times weekly. Made-to-order for 
some dinner-hour food sponsor. 
3—AL and Pete. Close harmony, hot 
piano, and gags you haven’t heard 
before. Been on all three networks. 
Voted Cleveland’s most popular act 
in poll conducted by another local 
radio station. 

4—“Tinker Kids and Liza.” Child- 
ren’s show, okehed by Parent Teach- 
ers’ Radio Committee. Has proved 
child interest on successful sustain- 
ing schedule. 

5—*Pin and Willie,” juvenile “Amos 
and Andy” team. Now sustaining. 
Tremendous child and adult popu- 
larity ready to be turned to com- 
mercial advantage. 


WGAR 


AR CONDITIONED ? 


ADIO acts that merely look good on paper are not good 

enough for WGAR! And we think a sponsor is entitled to 
more than a batch of ballyhoo and a double order of hazy 
hopes when he buys a radio program. 


That’s why we’ve built a number of ear conditioned, air 
conditioned programs ... tested and proved not by our ears, 
mind you, but by those of Mr. and Mrs. Public, and even 


those of little Junior. 


Conditioned for the air by the ear, if you please. Five pro- 
grams are ready. And one of them may be the wedge you need 
to drive deeply into the Northern Ohio market. If you think 


so, we'll gladly tell you more. 


-“CLEVELAND’S FRIENDLY STATION” 


Member- oN. B.C. 


Blue 
Jolin F. Patt, Vice President and General Manager 
. Faward Petry & Co, Inc, Notional Representotives: 


roe e 


Network<aa5. 


NILA. MEETS 
AT PITTSBURGH 
FOR CONFERENCE 


Pittsburgh, Pa., Sept. 13.—Five 
hundred industrial advertising and 
sales executives from all parts of 
the country will gather here next 
week to participate in the three- 
day annual conference of the Na- 
tional Industrial Advertisers Asso- 
ciation opening Wednesday. E. T. 
Weir, chairman, National Steel Cor- 
poration, will deliver the keynote 
talk, on “Government and _ Busi- 
ness.” 

A symposium on “The Influence of 
Improved Design on Marketing 
Strategy,” led by L. S. Hamaker, 
vice-president, The Berger Mfg. 
Company, Canton, O., will open the 
Wednesday afternoon session, to be 
followed by a talk by Forrest U. 
Webster, manager merchandising 
sales, Cutler-Hammer, Inc., Milwau- 
kee, on “How Can the Advertising 
Manager Become a Vital Factor in 
General Management and Strategy?” 

Features of the Thursday sessions 
include the allocation of $300,000 
to promote a new air conditioning 
device, the report of the industrial 
advertising budgets survey commit- 
tee, a talk by J. B. Flynn, director 
industries division, Federal Hous- 
ing Administration, on ‘‘The 
Amended National Housing Act as 
an Aid to Industrial Selling,” and a 
discussion of the subject of dis- 
tributor relationships. The annual 
banquet will be held in the evening. 


To Discuss Advertising 


“Editorial Evaluation” and ‘“Get- 
ting What You Pay for in Circula- 
tion” will be treated from the pub- 
lishers and advertisers’ viewpoints 
in discussions on Friday. Awards 
for the best exhibits of the best 
magazine campaign, the best di- 
rect mail campaign and the most 
complete campaign will be made 
during the morning session with 


explanations by those receiving the 
awards as to why they handled the 
campaigns as shown. 

O. C. Holleran, of the Bureau of 
Foreign and Domestic Commerce, 
will talk at the Friday afternoon 
session on “Avoiding Waste in the 
Marketing of New Industrial Prod- 
ucts,” to be followed by a discus- 
sion of the subject by Roland G. E. 
Ullman, president, Rolland G. E. 
Ullman & Associates, Philadelphia. 
Many important committee reports 
and election of officers will close 
the meeting. 

One of the interesting features 
of an N. I. A. A. convention is the 
exhibit of advertising material 
prepared by members of the asso- 
ciation and this year more space 
for this purpose has been reserved 
than at any previous meeting. 

Gregory H. Starbuck, industrial 
advertising manager, General Elec- 
tric Company, Schenectady, N. Y., 
is president of the national asso- 
ciation. D. Clinton Grove, adver- 
tising manager, Blaw-Knox Com- 
pany, president of the Pittsburgh 
Industrial Advertising Council, is 
general chairman of committees. 


Louis P. Fisher 


Dies in Accident 


Louis P. Fisher, New York re- 
search consultant, died last week as 
a result of a motor boat accident. 

Before entering the research field 
for himself, Mr. Fisher was with 
Young & Rubicam, Inc., for a num- 
ber of years. He has made many 
contributions to the advertising press 
and was to have conducted a course 
- poms at Pace Institute this 


Snavely to New York 


Nell M. Snavely, formerly home 
service director for R. Cooper, Jr., 
Inc., Chicago General Electric home 
appliance distributor, has joined Rex 
Cole, Inc., New York, in a similar 
capacity. 


Bronson Joins DeSoto 


Karl Bronson, until recently adver- 
tising manager of the Lafayette divi- 
sion of Nash Motors Company, Ken- 
osha, has been named director of 
advertising and sales promotion for 
DeSoto Motor Corporation, Detroit, a 
post he has held in the past. 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AcE. 


No. 806. Sales Begin When Programs 
Begin. 


The importance of the daytime 
audience is shown in this analysis by 
National Broadcasting Company of 
radio’s day and night potential cir- 
culation. Designed to answer the 
question, “How many radio families 
are reachable at a given time?” the 
study shows the availability of radio 
listeners from early morning to late 
at night. Several pages are devoted 
to accomplishments of daytime 
broadcasts for some of the well- 
known advertisers. 


No. 807. The Collegiate Salesman. 


A total of 616 college newspapers 
is listed in this folder issued by Col- 
legiate Special Advertising Agency, 
Inc. The arrangement is alphabeti- 
cal by states and towns, circulation 
is classified among men and women, 
and inch rates are given. 


No. 808. On the Air. 


This booklet, prepared by RCA, 
provides a compact review of broad- 
casting development in this country. 
It tells the story, interestingly illus- 
trated, from the time of Marconi’s 
demonstrations in 1899 to the pres- 
ent day of broad networks and 
palatial studios. It also describes 
RCA’s achievements in several allied 
fields, such as the manufacture of 
sound recording equipment, and re- 
search in television. 


No. 795. New Light on Color. 


Three sample pages have been in- 
cluded in a promotion piece for three 
new monographs published by Inter- 
national Printing Ink Corporation, 
entitled, “Color Chemistry,” “Color 
as Light,” and “Color in Use.” A 
summary of contents of each book is 
provided. 


No. 780. “This Chair Reserved.” 


This is a unique personalized anal- 
ysis of farm income issued by Suc- 
cessful Farming. The cover shows 
two men in a lounge car, with a 
third chair vacant, reserved for any 
analyst who cares to listen. A num- 
ber of authorities are quoted as to 
the general improvement in farmers’ 
finances, while specific figures are 
given for each section of the country 
in another mailing piece which is 
also available. 


No. 786. Writing in Lights. 


The broad field of advertising in 
electric lights, from the giant spec- 
tacular to dealer signs, is covered in 
this presentation by Federal Electric 
Company, Inc., and Claude Neon Fed- 
eral Company. Pictures and text tell 
an exciting story of the rise of this 
important industry. 


No. 794. Day and Night CBS Listen- 
ing Areas. 


This new volume, the third of the 
CBS “Listening Areas” books, pre 
sents for the first time in radio sepa- 
rate maps of night-time listening and 
day-time listening, plotted individu- 
ally for each of the 97 CBS stations. 
Following the individual station 
maps are CBS composite listening 
area maps. Market data is based on 
the latest count of radio homes as 
of Jan. 1, 1935, said to be the most 
comprehensive survey of radio own- 
ership since the U. S. Department of 
Commerce census of 1930. 


No. 778. “If You Want to Ride Herd 
on the Arizona Market—” 

Having “Arizona Al” tell the story, 
Station KTAR, of Phoenix, has is- 
sued this booklet describing the rise 
of the market represented by that 
city. Just to attract attention, the 
station has put a metal cover on its 
promotion piece. A companion has 
been issued in the form of a roto- 
gravure section showing some of the 
attractions of Phéenix. 


P. A. Ebbs Heads New 


St. Louis Legion Post 


Paul Allen Ebbs, Swope Shoe 
Company, St. Louis, has been named 
commander of the new Advertising 
Club Post 192 of the American Le- 
gion, which represents a new organi- 
zation in the club, as well as a new 
unit of the Legion. 

The post will be host to Legion- 
naires attending the annual conven- 
tion at St. Louis the week of Sept. 23. 


Sheldon Heads New Firm 


Roy Sheldon, formerly vice-presi- 
dent of Kay Displays, Inc., is now 
president of the newly-organized 
Moulded Displays, Inc., 60 East 42d 
St., New York. The company has 
exclusive rights on moulded pulp 
signs, displays, premiums, toys and 
novelties manufactured by Pulp Prod- 
ucts Company, Massillon, O. 


Bakers Name Atlantic 


The Atlantic Agency, Hoboken, 
N. J., has been appointed to handle 
advertising of the Bakecrofters of 
America, retail bakers’ cooperative 
organization. 


Lloyd Meyers Appointed 


Lloyd Meyers, former vice-presi- 
dent and art director of Albert 
Frank-Guenther Law, Inc., New York, 
has been appointed art director for 
Bowman, Deute, Cummings, Inc., San 
Francisco. 


BENSON URGES 
SCALING DOWN 
DIFFERENTIAL 


One Solution of Local - Na- 
tional Problem, He Says 


Corpus Christi, Tex., Sept. 10.— 
Narrowing the differential between 
local and general advertising will] 
solve the vexing problem of rate dif- 
ferences now facing newspaper pub- 
lishers, John Benson, president of 
the American Association of Adver- 
tising Agencies, told the Texas news- 
paper Publishers Association at its 
fall meeting here Sunday. 

“It may mean raising your retail 
rates a point or two and lowering 
your general rates a few points, but 
something must be done to close that 
gap, if you are to stop the seepage 
of national copy into the local-rate 
class,” Mr. Benson said. 

“Frankly, the ‘angel’ is getting out. 
Already 30 per cent of general ad- 
vertising has been diverted to out- 


lets and is placed at retail rates. 
Publishers had better make it plain 
to the local or retail advertiser re- 
ceiving these allotments from manu- 
facturers and distributors that con- 
tinued diversion can mean but one 
thing—a large increase in retail ad- 
vertising rates. 

“Too many newspapers have wide 
differentials between retail and gen- 
eral rates. My suggestion is that 
ordinarily a 13 per cent difference is 
sound. 

“The wide rate differential is a 
menace to your business and ours. 
We figure that the amount of general 
advertising released through retail 
outlets last year cost newspaper pub- 
lishers in this country approximately 
$24,000,000. 


Urges a Start 


“Approximation of rates should be- 
gin now. I am aware it cannot be 
done over night, but newspaper pub- 
lishers should realize they must, in 
most cases, bring their general and 
retail rates closer together. They 
should take a leaf out of the books of 
railroads and utilities. By approxi- 
mation they can attract and hold traf- 
fic. After all, it is a matter of 
putting all customers on a fair 
basis.” 

Mr. Benson, during the round table 
discussions which followed his talk, 


said he has talked to a number of 


department store and other large 
volume newspaper advertisers who 
do not approve “sliding scales.” 

“Too often they waste space try- 
ing to get into a bracket that entitles 
them to a slightly lower rate,” he 
said. “There is an increasing ten- 
dency toward scientific analysis of 
markets and the drawing power of 
media.” 

Following the talk President Ted 
Dealey appointed a committee to 
study retail and general rate differ- 
entials on Texas newspapers and re- 
port their findings and recommenda- 
tions to the executive committee for 
possible concerted action. The com- 
mittee is composed of Steve Kelton, 
Houston Chronicle, chairman; W. M. 
McIntosh, San Antonio Light; and 
Grady Kinsolving, Corpus Ohristi 
Caller and Times. 

Dallas was chosen for the next 
meeting of the organization, to be 
held in February. 


Grayco Uses Newspapers 


Marion R. Gray Company, Los An- 
geles, Cal., is launching a series of 
monthly newspaper advertisements 
featuring its Grayco End-lock cra- 
vats. Prominence will be given to a 
fabric-of-the-month in each advertise- 
ment. Starting with Los Angeles 
dailies, the schedule will be increased 
through cooperation of dealers 


throughout the country. 


MACHINE 
DESIGN 


MACHINE DESIGN com- 
pletely blankets the field of 
Machine Designing. Itis read 
by the chief engineers and 
designers of more than 6200 
plants that build machines 
for re-sale ...a readership 


of 25,000. 


BE THERE 


ON TIME yf, 


To give 
this little girl 
a great big hand 


Miss V. De Milo proved to the world that 


“design’s the thing.’’ No one knows whether 


originally she was modeling 


in the act of 


trying on a costume to vie with the latest 
creation from Paris, or whether she was 
simply scratching her back. But today it is 
too late for any designing young woman to 
become famous without a complete anatomy. 
Now she gets a hand for what she has— 
not for what she hasn’t. Tempus fugit! 


A DESIGN FOR LIVING 


USINESS looks and plans ahead. 1936 and 1937 machines 
are in the making now—maybe not in actual production, 

but in the minds of engineers and designers. 
Millions of dollars worth of machines for resale will be tumed out 
during the next 12 months. And while the “anatomy” of these 
machines is being conceived, the engineering minds are decid- 
ing the fate of many parts, materials, accessories and finishes. 
In MACHINE DESIGN these engineers find the latest solutions to 
design problems—new ideas for machine improvement—future 
trends—and, subily, they are lead into the advertisers’ stories 


because of the prime desire for further knowledge regarding 
“things to do it with.” 


PENTON BUILDING, CLEVELAND, OHIO 


Are you presenting your story to these key purchasing men 
while their planning is in the making? 


DESIGN 
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Buick Extends 
Movie Tie-Up 
With Warner 


New York, Sept. 12.—When bet- 
ter automobiles and cinemas are 
built, Buick and Warner Bros. will 
build them, one is induced to believe 
from the announcement that after a 
trial tie-up campaign beginning last 
March, the Buick Motor Company 
has renewed its relationship with 
the film firm. 

The tie-up involves use of War- 
ner stars and refers to Warner pic- 
tures as the copy angle in the Buick 
national advertising and promotion. 
A trade advertisement by Warner 
announcing the extension of the 
tie-up plays up Buick acceleration, 
and notes that Buick’s “quick start- 
ing qualities’ were in mind when 
the new season’s films, listed in the 
trade copy, were planned. 

Sidney C. Davidson, promotion 
manager of Warner Bros., will con- 
fer with Buick officials in Flint some 
time this month to discuss final de- 
tails of the new tie-up. 


Golden State’s 
30th Birthday 
Is Celebrated 


San Francisco, Cal., Sept. 12—The 
Golden State Company, Ltd., will in- 
augurate this week an advertising 
campaign celebrating the 30th anni- 
versary of the firm, producer and 
distributor of dairy products in 
northern California. 

Open house in the company’s 46 
plants in California, a $1,280 cash 
prize dealer contest, lunches, ban- 
quets and special ice cream products 
will emphasize the milestone in the 
company’s career, in addition to a 
coordinated campaign embracing 


newspapers, billboards 
and radio. 

The campaign will trace the com- 
pany’s history, starting from a little 
butter plant in the northern part 
of the state and portraying its 
growth into one of California’s major 
producers and distributors of dairy 
products. Founder Chester E. Gray 
of the original butter plant is now 
chairman of the board of directors 
of the Golden State Company, Ltd. 

High quality of the company’s 
products as well as cooperation with 
the independent dealer will be 
stressed in the copy. Sixty and 30- 
inch space in a selected list of 32 
newspapers will carry the burden of 
the campaign. Magazines will in- 
clude California Parent Teacher, 
and Sunset. 

An extensive outdoor showing will 
be used to call attention to the firm’s 
“Thirty Years of Building Commun- 
ity Health.” Six California radio 
stations will broadcast dramatic spot 
announcements of the company’s 
birthday month. The company’s 
twice-weekly “Golden State Menu 
Flashes” will also tie in with the 
anniversary advertising. 

The window and floor display 
dealer contest, with a total of 405 
prizes, will be announced in the re- 
gional grocers’ trade journals, the 
California Grocers Advocate and the 
Pacific Coast Review, as well as in 
a special broadside that will blanket 
the entire retail grocery industry in 
the company’s territory. 

The account is under the direction 
of the San Francisco office of N. W. 
Ayer & Son. 


magazines, 


Adcraft Sponsors Classes 


A course in advertising and sales 
management, under the direction of 
Gordon W. Kingsbury, and sponsored 
by the Adcraft Club of Detroit, will 
begin Sept. 23 at Wayne University. 


Dailies’ Admen to Meet 


The semi-annual meeting of the 
Newspaper Advertising Executives 
Association will be held at the 
Stevens hotel, Chicago, Oct. 14-15. 
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Getting Personal 


Art Collins, Western advertising manager of The Country Home, 
was duly installed as the new commander of Chicago Post 170, Ameri- 
can Legion, at an overflow party at the Tavern Club Monday. . . Henry 
Slamin, George McDevitt Company, had a past-commander’s medal 
pinned on his manly bosom... 


The dashing Horace Heidt and his Alemite Brigadiers were present 
at the instance of the advertising manager of Stewart-Warner Corpora- 
tion. They retaliated by singing a song written for the occasion: 
“Fred Cross’ Baby Had a Cold Upon Its Chest”. .. Among distinguished 
guests present were Ralph Goble, president of Stack-Goble, and Jim 
Meigs, Western manager for The American Weekly. . . 


Harold Haerr, new vice-president and general sales manager of 
Gruen Watch Company, Cincinnati, started with the company 35 years 
ago as office boy. . . Another Horatio Alger saga could be written 
around the career of Harry Gamson, who began as errand runner for 
Erwin, Wasey & Co., Chicago, and now ranks not only as production 
manager, but as most ancient employe of the branch... 


The most formidable space buyer will be unable to intimidate 
George W. Weatherby III in the future. Young Weatherby, space sales- 
man under Glover M. Young in the Chicago office of Dell Publishing 
Company, arrived in Chicago Sept. 10 after losing valuable hours of his 
honeymoon on the steamship Dixie stranded on a coral reef off Miami. 
He and his bride, the former Lorraine Donkle, are none the worse for 
their experience. 


Cal Kuhl, in charge of radio production for J. W. T.’s Los An- 
geles office, has produced a little heiress. It’s the first child. . . Af- 
ter waiting all summer for a few days off, Fritz Snyder, assistant a.m. 
of Standard Oil of N. J., got leave from Sept. 3 to 6. It never stopped 
raining during this time, and Fritz had to sit in the window and watch 
his Connecticut farm rapidly being transformed into a lake... 


The folks at Lennen & Mitchell are looking up to Mike Madar, 
production chief, with the respect due the agency’s champion tuna 
fisherman. He pursues the hobby around Montauk mostly. . 


The Bruce Bartons have purchased the five-story house at 117 East 
55th, the residence of the late Charles Stillman. When alterations, 
such as the relocation of the elevator and the addition of three bath- 
rooms, are completed it will be their town home... 


Fred ‘Anderson, Richardson, Alley & Richards a.e., can vouch for 
the fact that hurricanes are no respecters of honeymooners. With his 
bride he sailed from a honeymoon in Mexico on the Dixie’s last trip. 
His friends twit him with questions as to how long it was before he 
was aware that the ship was precariously poised on a reef. . 


William O. Chessman, art director of Collier’s, and Mrs. Chessman 
were among the Dixie passengers who suffered mentally at the hands of 
the storm. . . Harrietta Schweizer, of the Blackman staff, also a Dixie 
passenger, survived the ordeal with much less wear and tear than a 
certain New York man who was not on the boat himself. . 


Among the New Yorkers who will not go to sea again during hurri- 
cane seasons are Harry Charles, the agency man, and James M. Mul- 
doon, a.m. of the New York Law Journal. Both returned safely from 
Bermuda vacations last week... 


Blanche Livingston, RKO advertising executive, has settled down 
in the traces again after a holiday ramble in Canada. ..N. J. Phelps, 
Chicago agency president, who flies his own bomber, dropped in on 
New York recently to pick off a cosmetic account... 


Margaret Crowley, Wesley a.e., likes to recall when Marc Rose, 
now with Today, was managing editor of the Buffalo Evening News and 
her boss... 


Coronas have rained on the friends of Murray Rann, assistant a.m. 
of Variety, since he heard those exciting words, “It’s a boy.” Mrs. 
Rann reports that the newcomer, Donald Steven, has been yelling for 
more lineage... 


Al Hearn, of the E. A. Shank Sign Company, is happily settled in 
Flatbush with his bride, the former Marian Hillmann. They honey- 
mooned in Washington, D. C., managing very nicely without the cherry 
blossoms... 


The fact that Sam Fuson has been seen trying on top hats gives 
rise to the rumor that he has placed an order for a 1936 Buick. It is 
understood the new Buicks are especially designed for wearers of 
toppers. . . 


Wallace Scudder, Jr., son of the late founder and publisher of the 
Newark Evening News, was married a few days ago to Elizabeth Cram, 
daughter of the famous architect. They are honeymooning in England 
and will live in Boston... 


James Hutchinson, a. & s.p.m., United Drug Company, Boston, has 
written a new novel, “One-Two-Three-Four,” which will be published 
soon. He’s been successful with this side-line for some time. . 


Ray Foster, in charge of British sales operations for Colgate-Palm- 
olive-Peet, and Barbara Newberry, of the stage, are asking quotations 
on marriage licenses. 


H. D. Bradley, g.m. of the Bridgeport Times-Star, is about ready to 
plead guilty to the customary charge of devoting too much time to 
golf. He broke 80 for the first time last week, getting under by one. . 


Giff Salmon, New York representative of Foster and Kleiser, has 
returned in the pink from three weeks of beachcombing from Barnegat 
to Cape May. He fished, swam and yachted. . 

Fred Gamble, of the Four A’s, demonstrated some of the advantages 
of an Oxford education by the ease and aplomb with which he pitched 
horseshoes at the National Publishers’ Association convention at 
Shawnee, Pa., last week. E. C. Terhune, new president of the 
A. B. P., delayed his airplane trip to a Chicago jewelry convention 
in order to attend the N. P. A. convention. 

Business publishers were much pleased because of the honor which 
fell to their lot when Henry Lee, president of Simmons-Boardman, was 
elected a director of the National Publishers’ Association. To show his 
appreciation he promptly carried off one of the major golf prizes. 

Judd Payne, A. B. P. executive, decided after viewing the thrilling 
horseshoe pitching contests at Shawnee, to arrange a similar tourney 
for the next convention of his organization. . Truman Morgan, presi- 
dent of the F. W. Dodge Corporation, demonstrated at Shawnee that 
he is one of the cleverest bridge players among the publishers. 

Marco Morrow, who can be a farm paper publisher, a newspaper 
man or a magazine mogul with equal facility, admitted that he was 
responsible for,a paragraph in the Topeka Capital, regarding Walter B. 
Pitkin, who recently became editorial director of Farm Journal. “Mr. 
Pitkin believes that life begins at forty,’ said the item, “but as a farm 
paper editor he will now discover that hell begins at fifty-seven.” 


Webb with Chek-Chart 


Paul W. Webb, for the past six 
years with Cadillac Motor Car Com- 
pany, and previously with the Chil- 
ton Company, has been appointed as- 
sociate editor of Chek-Chart Corpora- 
tion, Chicago. He succeeds W. E. 
Blaine, recently transferred to the 
Detroit editorial office of Chek- 
Chart. 


“Collier’s” Included 
on White Truck List 


Through a typographical error, the 
story on page 21 of the Sept. 9 issue 
of ADVERTISING AGB, reporting the new 
White Motor Company campaign in 
magazines, did not mention Collier’s, 
although this publication is on the 
White schedule. 


Kuttner Joins Pioneer 


Max Kuttner, formerly in charge 
of mid-western sales for Phillips- 
Jones Corporation, New York, has 
become manager of the Chicago office 
of Pioneer Suspender Company, 
Philadelphia. Chicago headquarters 
are in the Merchandise Mart. 


Two Join Chicago Agency 


Karl F. Boldt, former advertising 
manager of The Howell Company, 
St. Charles, Ill., and H. F. Boron, for- 
merly with Gulf Refining Company 
have joined Ford, Browne & Ma- 
thews, Chicago, as account repre- 
sentatives. 


Then why buy and ship a 
heavy wooden box when 
you save money by using 


ELECTROKIT 


25% LIGHTER 
40% CHEAPER 


Electrokit is a patented, 
processed container de- 
signed by us for shipping 
our advertising plates safely 
... and at the lowest cost. 


Hundreds of thousands 
of our electrotypes have 
been delivered in Electro- 
kits. Up to six plates may 
be shipped in one Electrokit. 


Only Electrographic ser- 
vice gives you the money- 
saving Electrokit and the 
localized national distribu- 
tion. Ask about both. Write 
or phone. 


Lake Shore 


ELECTROTYPE CO. 


DIVISION OF ELECTROGRAPHIC CORPORATION 


418 SO. MARKET ST., CHICAGO 


Chicago « Indianapolis + New York 
Detroit + San Francisco 
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DRIVE FEATURES 
ROUND BRISTLES 
ON TOOTH BRUSH 


Pro-phy-lac-tic Celebrates 
Golden Anniversary 


Florence, Mass., Sept. 12.—Follow- 
ing one of its most successful years 
in business, the Pro-phy-lac-tic Brush 
Company has launched a new mer- 
chandising campaign in celebration 
of the firm’s golden anniversary. 

Continuing Pro-phy-lac-tic’s leader- 
ship as “the largest tooth brush ad- 
vertiser”’, the company will run copy 
in American Magazine, Collier’s, Cos- 
mopolitan, Good Housekeeping, Pic- 
torial Review, Redbook, Saturday 
Evening Post, and True Story, dur- 
ing the last half of the present year. 
Full pages, two-thirds and half-pages 
are to be used in these magazines to 
give complete coverage of the United 
States. 

The featured theme in all these 
advertisements is the new Pro-phy- 
lac-tic discovery of “round-end” 
bristles, eliminating the sharp, jag- 
ged bristles which threaten and jab 
the gums. One full-page advertise- 
ment tells the story of Ralph E. Day, 
amateur photo-micrographer, who 
doubted his wife’s contention that 
Pro-phy-lac-tic’s tooth brush bristles 
were rounded. Making use of his 
hobby, Mr. Day made photo-micro- 
graphs of a Pro-phy-lac-tic brush 
which his wife had purchased and of 
a competitor’s brush. Skeptical as 
he was, the copy relates, this amateur 
photographer proved to himself that 
Pro-phy-lac-tic’s tooth brush bristles 
are actually rounded. Pro-phy-lac-tic 
reproduces Mr. Day’s letter as “un- 
solicited and totally unexpected.” 


Holds Window Contest 


Another advertisement reproduces 
photo-micrographs of this firm’s tooth 
brush bristles after six months of 
daily use, showing well rounded 
bristles in contrast to the jagged, 
sharp bristles of other tooth brush 
bristles after similar use. 

In addition to the big national 
magazine campaign, the firm is bid- 
ding for a big increase in number 
and in quality of window displays 
featured by local druggists by offer- 
ing 50 prizes for the 50 best windows. 
Each prize is similar, consisting of 
six dozen Pro-phy-lac-tic tooth 
brushes or an assortment of 
brushes which includes 13 hair 
brushes, one pair of military brushes, 
one cloth brush, eight hand brushes, 
four complexion brushes and three 
bath brushes. Either prize gives the 
winning druggist retail value of $36. 

The entire campaign centers 
around a golden anniversary offer, 
effective from Aug. 16 to Oct. 31 of 
the present year, costing the druggist 
$23.91 and including a well-selected 
assortment of 6% dozen tooth 
brushes. With each of these offers, 
the purchaser receives 1% dozen, 
valued at $5.63, without cost. The 
free offer is handled in this way: 


How Offer is Handled 


Upon receiving the golden anni- 
versary offer, the druggist finds in- 
cluded a double return card for his 
free goods. Cards are numbered so 
that the druggist has merely to de- 
tach card No. 1, sign and mail it, in 
response to which he receives six 
tooth brushes. To get the other 12 
brushes, card No. 2 is signed and 
mailed, the druggist promising to 
keep the “golden anniversary cabi- 
net” on his counter for six months. 
A snapshot of the cabinet on the 
counter must be included with this 
card to obtain the 12 free brushes. 
A druggist may buy two of these 
golden anniversary offers but no 
more than that number. 

The “golden anniversary cabinet” 
given free with each offer, is a color- 
etched crystal-mirror counter cabinet 
designed to become a permanent 
store fixture for the display of this 
firm’s tooth brushes. Described as 
the “outstanding interior display of 
1935”, this cabinet features some- 


thing new and distinctive in counter 
cabinet designs, the trick being the 
use of mirrors and colors to create 
unusual beauty and eye-attracting 
value, 

Checking the actual sales value of 
counter cabinets, Pro-phy-lac-tic em- 
ployed the A. C. Nielsen Company to 
check its tooth brush sales in South 
Bend, Ind., and Peoria, Ill. Over a 
period of two months, sales were 
checked while no counter cabinets 
were used. For the next two months, 
sales were again checked while coun- 
ter cabinets were used. The Nielsen 
survey showed that tooth brush sales 
jumped an average of 61 per cent 
when the cabinets were used. 

Pro-phy-lac-tic, in putting over this 
campaign, publishes some weighty 
material to prove their leadership in 
the field in three avenues: advertis- 


ing, sales increases and dealers’ 
profits. Figures are quoted from the 
Nielsen survey made just prior to 
the publishing of the facts. 

For the year 1934, the company 
declares it spent 45 per cent more 
than the next largest nationally ad- 
vertised tooth brush; for the first 
four months of 1935, its lead in- 
creased to 73 per cent; and for 
March-April, 1935, its advertising was 
123 per cent greater than the second 
largest advertiser, it is asserted. 

As for sales increases, the survey 
says that Pro-phy-lac-tic tooth brush 
sales, comparing the first four 
months of 1935 with the same months 
of 1934, showed a 15.3 per cent in- 
crease while other leading 50-cent 
tooth brush sales, in the same per- 
iod, increased only 3.7 per cent. 


Last Rites for 


John L. Sugden, 
Agency Founder 


Chicago, Sept. 12.—Funeral serv- 
ices for John L. Sugden, founder 
and treasurer of the J. L. Sugden 
Advertising .Company, who died 
Sept. 5, were held Monday at Grace 
Episcopal church, with interment in 
Forest Home. 

Mr. Sugden, who was 63 years 
old, relinquished the presidency of 
the agency last January to George 
H. Hartman, following an attack of 
pneumonia. While he _ recovered 
from this and was able to spend the 
remainder of the winter in Florida, 


his heart was weakened by the ill- 
ness and a heart ailment caused his 
death. 

Mr. Sugden enjoyed a successful 
business career in Detroit and Buf- 
falo up to 1917, when, barred by age 
from enlisting in the army, he 
achieved the war zone by joining 
the ranks of Y. M. C. A. secretaries. 
After the war he served briefly with 
Lord & Thomas before forming his 
own agency. 

A widow and three daughters sur- 
vive the advertising man. 


Death Takes F. B. Dalton 

Frederick Brainard Dalton, pub- 
lisher and general manager of the 
Danbury, Conn., News-Times for 20 
years, and connected with the paper 
and its predecessor, Danbury News, 
for 49 years, died Sept. 5. 


e@ @ e color, of course, adds immeasurably to the 
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Add i% EXTRA 


im America’s Premier Market 


pulling power of advertising. 


More and more important advertisers join the 32 


current users of this powerful extra Selling Shock. 


4.color advertising opportunities, in the greatest 


of markets, are available in but one New York 


week.day paper—The New York Evening Journal. 


Among Current Advertisers 


in COLOR 


Babo e Borden’s Milk e 


Budweiser @ 


Chevrolet @ Consolidated Gas e Diamond 


Crystal Salt @ DuPont e Fels Naptha e 


Ford e Frederics © General Electric @ 


Glenmore @ Gooderham & Worts e Hub 


Homes e Loose-Wiles e@ 


Lever Bros.— 


Rinso, Lifebuoy, Lux, Lux Flakes @ Mezick 
Homes @ National Distillers e Norge Re- 
frigerator e Noxzema Sun Burn Cream e@ 
Old Gold e@ Penick & Ford (My-T-Fine) 
e@ Pepsodent @ Phillips Soup e Plymouth 


e Pittsburgh Plate Glass e Quaker Oats e 
Runkel Bros. @ Schaefer’s Beer @ Sheffield 


Farms @ Socony @ Westinghouse. 


NATIONALLY REPRESENTED BY HEARST INTERNATIONAL ADVERTISING SERVICE 
RODNEY E. BOONE, GENERAL MANAGER 
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those that follow it are 


sponsored by these busi- 


€ 


Me 


ness papers: 


» _ 


Advertising Age (ABC-ABP) 
oe 100 E, Ohio St, Chicago 


ge 


tS American Restaurant (ABC) 
5 S. Wabash Ave. Chicago 


Automobile Digest (ABC) 
22 E. Twelfth St. Cincinnati 


" Bakers’ Helper (ABC-ABP) 
332 S. Wells St., Chicago 


ket 2 re 


Bakers’ Weekly (ABC-ABP) 
45 W. 45th St, New York 


<a 


Boot & Shoe Recorder (ABC-ABP) _ 
f 239 W. 39th St, New York 


§ Domestic Engineering (ABC-ABP) 
; 1900 Prairie Ave., Chicago 
Farm Implement News (ABC) 
431 S. Dearborn St., Chicago 


Hospital Management (ABC-ABP) _ 
612 N. Michigan Ave., Chicago ~ 


Jewelers’ Circular-Keystone 
(ABC-ABP) © 
239 W. 39th St, New York 


ee ae 8 cy age aeteon 
he 


Milk Plant Monthly (ABC) 
327 S. La Salle St., Chicago 


eee 


3 National Provisioner (ABC-ABP) — 
407 S. Dearborn St, Chicago » 


Paper Industry, The (ABC-ABP) _ 
333 N. Michigan Ave. Chicago 


a 
Sf 


Paper Mill & Wood Pulp News — 
JP thgpatety Z 
1440 Broadway, New York 

“Steel (ABCABP) 
‘Penton. Bldg., Cleveland . 


Welding Engineer (ABC-ABP) _ 
(08S. Dearborn St, Chicago 


honorable history of a half 
century or longer? Time 


No. 14 of a Series 


ertainly 


business papers are 


wm portant . 


Ler us deviate from the 
main path of this series in behalf of the busi- 
ness press to argue, not for the use of these 
publications, but for their more effective 
use. Either there is a job to be done in busi- 
ness papers, or there isn’t. And if there is, 
then it is the job of the advertiser and his 
agent to analyze the problem thoroughly 
and to put into its solution all the brains and 
ingenuity they possess. 

Certainly business papers are important— 
and necessary. If they weren’t, how could 
we have so many of them, some with an 


was when many advertisers 
(and some still do!) consid- 
ered them just an extra bur- 
den which the advertising 
appropriation had to carry, 
and so were inclined to buy 
as little space as they dared 
and then fill it up with— 
well, “just some copy.” To- 
day the reputable business 
press is not looking for 


While the amount of money spent may be 
small compared with the cost of space in the 
great mass media, that doesn’t mean that any 
less pains can be taken with the planning 
and the copy. For it is still advertising to 
influence the minds and emotions of people, 
whether they are retail druggists or build- 
ing contractors, or the purchasing agents 
of great industrial plants. With this impor- 
tant difference: that the audience of each 
business publication has a specific interest, 
and the advertising message can be focused 
more directly on the selling problem than 
in any other class of medium. 
An advertising campaign is 
an advertising campaign, no 
matter what type of publica- 
tion is used. The people 
who plan and create trade 
advertisements for an adver- 
tiser should so far as pos- 
sible be the same people who 
plan and create consumer 
campaigns. And in their 
work they must avoid any 
judgment as to the relative 
importance of business or 


hand-outs, and the advertiser 
can’t afford them. But the 
advertiser can afford and 
will derive great profit from 
a well-planned business 
paper program. 


Mr. A. H. Ogle is vice-president of Need- 
ham, Louis and Brorby. He was formerly 
advertising and merchandising director of 
Bauer & Black and managing director of 
the Association of National Advertisers. For 
several years he was a member of the Board 
of Directors of the Audit Bureau of Cir- 
culations. 


consumer copy. A too-de- 
tailed check of costs would 
of course be fatal to this 
point of view, but I am con- 
vinced that it must be main- 
tained and that it will pay 
profits in the long run. 
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N.P.A. OFFICERS 
RE-ELECTED AT 
ANNUAL MEETING 


(Continued from Page 1, Col. 3) 
tion to members, pro rata, of the 
unexpended funds of the body. 

In announcing the action of the 
code authority and the P. P. I., Mr. 
Latshaw warned, however, that re- 
mobilization of the industry might 
be necessary following possible enact- 
ment of an amended NRA law at the 
session of the Congress to be held 
next year. He suggested that the 
experience already accummulated 
would make reorganization relative- 
ly simple. 


Many Committee Reports 


The convention was featured by re 
ports of committees dealing with 
various special activities of the asso- 
ciation. John C. Sterling, vice-presi- 
dent and advertising director of 
McCall's, reported for the committee 
on advertising legislation, of which 
Lee W. Maxwell, head of the Crowell 
Publishing Company, is chairman. 
He repeated the endorsement pre- 
viously given the Copeland bill by 
the committee, and expressed regret 
that it had not passed the House at 
the recent session of Congress. He 
predicted that it would be enacted 
into law at the next session, saying 
that most of the opposition to the 
measure has been withdrawn, and 
that from the standpoint of adver- 
tising interests it is now an accept- 
able measure. 

He outlined some of the changes 
which have been made in the bill 
since it was originally introduced, 
and predicted that when the measure 
is made a law it will meet with the 
approval of advertisers and _ pub- 
lishers. 

Clinton B. Eilenberger, Third As- 
sistant Postmaster General, who at- 
tended the convention last year, made 
a highly optimistic report regarding 


the improvement in business as re- 
flected in increased postal revenues, 
the income of the department this 
year running about 14 per cent ahead 
of 1934. 

Following Mr. Warner’s annual 
address, in which he reviewed some 
of the current problems with which 
publishers and the association have 
been faced during the past year, 
Walter D. Fuller, Curtis Publishing 
Company, reported for the general 
legislative committee; Guy L. Har- 
rington, Macfadden Publications, for 
the committee on labor legislation; 
Marvin Pierce, McCall Corporation, 
for the copyright committee; and 
Fred Stone, Parents’ Magazine, for 
the circulation committee. George C. 
Lucas, executive secretary, reviewed 
other important matters, including 
freight rates. 


Will Oppose Changes 


Mr. Stone referred to the pending 
discussion of changes in the rules of 
the Audit Bureau of Circulations pro- 
posed by a committee of newspaper 
members, and urged opposition to 
their proposals at the annual conven- 
tion of the bureau in Chicago October 
17-18. Philip A. Thomson, of the 
Western Electric Company, president 
of the A. B. C., who was among the 
guests at the convention, expressed 
the opinion that the present rules 
would be approved by the bureau as 
a whole. 

Officers re-elected besides Mr. War- 
ner included Lee W. Maxwell, Crow- 
ell Publishing Company, first vice- 
president; P. S. Collins, Curtis Pub- 
lishing) Company, second vice-presi- 
dent; F. L. Wurzburg, Conde Nast 
Publications, secretary; and Roger 
W. Allen, Allen Business Papers, 
treasurer. 


Directors Re-elected 


Directors re-elected were A. L. 
Cole, Popular Science Monthly; Fritz 
Frank, The Iron Age; Albert Shaw, 
Jr., Review of Reviews; C. J. Stark, 
Penton Publishing Company; Roy 
| Dickinson, Printers’ Ink. Henry Lee, 
|Simmons-Boardman Publishing Com- 
pany, was elected a director to fiil 
a vacancy. 

Yesterday and today were devoted 
largely to tournaments of golf, ten- 


Bumper Crops— Good Prices 
Bring Prosperity To 
Michigan and the 
BOOTH NEWSPAPER MARKETS 


I, A. KLEIN, Inc., Eastern Representative 
50 East 42nd St., New York 


All Booth Newspapers have Interesting Weekly Farm Page Features 


Grand Rapids Press Flint Daily Journal 
Saginaw Daily News Jackson Citizen Patriot Muskegon Chronicle 
Kalamazoo Gazette Bay City Daily Times Ann Arbor Daily News 


BOOTH NEWSPAPERS, INC. 


Recent industrial activities 
in Michigan have made this 
state the number one market 
of the nation for many 
months. 


Now bumper crops and 
good prices add to this 
prestige. Michigan's varied 
agricultural interests are en- 
joying prosperous times. 


Your advertising message 
in the Booth Newspapers 
will reach the best of the 
great Michigan market (out- 
side of Detroit). 


More than 265,000 fami- 
lies in prosperous Michigan 
read these metropolitan 
dailies—they are your best 
buying prospects. 


J.E. LUTZ, Western Representative 
180 North Michigan Ave., Chicago 


nis and horseshoe devotees, the latter 
sport being promoted through a cup 
offered by Printers’ Ink, A. R. Krone, 
Publishers’ Weekly, won the finals 
after a stirring contest with A. R. 
Gerardi, McGraw-Hill Publishing 
Company. 


The Golf Winners 


Henry Lee, Simmons-Boardman 
Publishing Company, led the golf 
tournament winners in capturing the 
cup for 36 holes, low net, 142, while 
F. L. Wurzburg, Conde Nast Publi- 
cations, won the low net for the first 
18 holes with a 70. M. C. Robbins, 
Jr., Robbins Publications, won the 
prize for the second day’s low net 
with 70. Marvin Pierce captured a 
leg on the new Hearst Magazines 
cup, offered this year for the first 
time, with a 70 for the best selected 
score for 18 holes, based on two days’ 
play. 

John C. Sterling had the second 
low net for 36 holes, with 146, P. 
W. B. Warner the best low gross for 
36 holes, 185. Phillips Wyman won 
the blind bogey for the first day’s 
play with a net 71, and W. L. Daley 
the driving contest on the second 
day. John Brehm had the second 
low net for the first day, 79, and A. 
L. Cole second low net for the sec- 
ond day, 75. J. H. Moore had third 
low net for 36 holes, 157, and F. 
Brewster third low ,net for eighteen 


holes, first day’s play, 80, and L. C. 
Greene third low net for the second 
day’s play, 78. 

Ed Zoty won the tennis tourna- 
ment. 


Foote and Barton 


Form Partnership 


N. Frederick Foote, at one time 
New England manager of Paul Block 
& Associates, and Charles W. Barton, 
former assistant general sales and 
advertising manager of American 
Chicle Company, have formed a part- 
nership as publishers’ representa- 
tives. 

Offices are located at 80 Boylston 
St., Boston, and 70 Fifth Ave., New 
York. 


Cliff Roberts Joins 


J. W. Thompson Agency 


J. C. Roberts, who has been with 
Frederick & Mitchell, Chicago, has 
joined J. Walter Thompson Company, 
Chicago, which is now handling 
Nash as well as Lafayette car adver- 
tising. 

Mr. Roberts will edit “Nash News”, 
a dealer paper and do collateral 
work on the Nash account. 


Nyburg Makes Change 


Robert S. Nyburg, formerly an ac- 
count executive of Joseph Katz Com- 
pany, has joined Cahn & Miller, Inc., 
Baltimore, as a principal. 


DuPont Approves 
Educational Drive 


E. I. Du Pont de Nemours & Co., 
Wilmington, Del., has approved a 
campaign designed to bring the im- 
portance of chemical research to the 
average citizen. 

A radio program over CBS Wednes- 
day evenings from 8 to 8:30 begin- 
ning Oct. 9, and black and white 
bleed pages in the Saturday Evening 
Post, will be used. 


Launch Artisan Cosmetics 


American Chemical and Cosmetic 
Mfg. Company, Inc., Indianapolis, has 
completed plans for production of a 
full line of cosmetics to be marketed 
under the name, “Artisan”. The 
new concern, headed by Rolland E. 
Friedman, already has distribution 
in eight states. 


Proprietary to Phibbs 


Health Products Corporation, New- 
ark, N. J., has appointed Harry C. 
Phibbs Advertising Company, Chi- 
cago, for White’s Cod Liver Oil Con- 
centrate. Advertising will be con- 
fined to the medical profession and 
drug trade. 


Brown Fence Appoints 


Brown Fence & Wire Company, 
Cleveland, has named Hubbell Ad- 
vertising Agency, Inc., Cleveland, to 
handle its advertising. National 
and sectional farm and poultry 
papers will be used. 


4 ‘ 


Use either WMAQ or WENR 
to sell this second greatest 
market in America. Two power- 
ful 50,000 watt NBC Net- 
work stations ... and both 
“tops” in Chicago. 


WEAF & WJZ 


WMAQ, the famous NBC Red Network station in Chicago, 
is now a powerful 50,000 watter. 


Always a prestige station with excellent local and network 


programs, and wide circulation, the installation of its new trans- 


mitter of advanced design makes WMAQ more attractive to 


the Chicago advertiser than ever before. 
Today WMAQ offers a wider market of thousands of added 
listeners. Its improved broadcasting equipment hits a new high 


in program reception. Distortion has been greatly reduced, dis- 


turbing background noises minimized . . . and its old loyal au- 


diences now enjoy programs of greater clarity. 
These are the facts of the new WMAQ. These are the rea- 
sons why WMAGQ is now one of the very best advertising buys 


in the entire country. 


= ee Pee 


WMAQ cnenee 


NOW 50,000 WATTS 


wre & WMAL 


NATIONAL BROADCASTING COMPANY, Inc. 


A RADIO CORPORATION OF AMERICA SUBSIDIARY 
NEW YORK x WASHINGTON x CHICAGO x SAN FRANCISCO 
WMAQ & WENR 


SALES REPRESENTATIVES AT: BOSTON—WBZ ¢ SPRINGFIELD, MASS.—WBZA © SCHENECTADY—WGY e PITTSBURGH—KDKA 
CLEVELAND—WTAM ¢ DENVER—KOA ¢ PHILADELPHIA © DETROIT 
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ADVERTISING AGE 


September 16, 1935 


ADVERTISING IN 
DAILIES UP 1.87 


New York, Sept. 13.—Advertising 
lineage in newspapers held an even 
keel during August, when compared 
with August of last year, ADVERTISING 
AGe’s analysis of the monthly report 
of Media Records, Inc., indicates. 

The total volume of all advertising 

carried in the newspapers of 84 
cities, which were measured both in 
August 1935 and August 1934 by 
Media Records, increased about 1.8 
per cent this year over last year, 
according to the analysis. The pub- 
lications measured carried 131,124,895 
lines of advertising last month, com- 
pared with 128,781,007 lines last 
year. 
Retail lineage went up approxi- 
mately 1.9 per cent, the August total 
being 73,319,644 lines, against 71,- 
908,811 lines last year. 

General lineage also was up from 
20,673,945 lines last year to 21,371,- 
062 lines this year, an increase of 
about 3.4 per cent. 

Automotive lineage continued to 
show the downward trend which has 
been evident for several months, and 
which is accounted for, in large 
measure, by the sensational gains 
registered in this classification last 
year. In August the newspapers 
measured carried 7,806,772 lines of 
automotive copy, a drop of 1,770,470 
lines, or about 18.6 per cent, below 
the 1934 figure of 9,577,242 lines. 

Financial lineage increased about 
1.5 per cent, from 1,908,581 lines last 
year to 1,937,310 lines this year; and 
classified continued its impressive 
gains with 23,756,895 lines this year 
against 21,556,169 last year, for an 
increase of 10.2 per cent. 

Detailed figures for each of the 
cities included in this analysis, as 
well as for a number of cities cur- 
rently measured by Media Records, 
but not measured in 1934, are given 
in the adjoining tabulation. 


Sixty-Three Attend 


September Tourney 


Sixty-three members turned out 
for the tournament of the Western 
Advertising Golfers’ Association at 
Bob-o-Link Sept. 10, enjoying perfect 
weather for the sport. 

Low gross was scored as follows: 
Class A, John W. Cullen, Jr., John 
W. Cullen Company, 81; Class B, H. 
G. Schuster, Paul Block & Associates, 
85; Class C, Ed E. Voynow, Edward 
Petry & Co., 87; Harry A. Koehler, 
Hearst International Advertising 
Service, 90. 

The following took first low net: 
Class A, Don G. Heinly, McGraw- 
Hill Publishing Company, 88-6-82; 
Class B, R. N. Hartsing, Caples Com- 
pany, 88-12-76; Class C, Art Moulton, 
A. H. Moulton, Jr., Company, 92-19-73; 
Class D, Robert H. Flaherty, Outdoor 
Advertising, Inc., 99-27-74. 

The first low net foursome was 
comprised of Malcolm LEickelberg, 
Tower Magazines, 92-8-83; Carl 
Drake, 93-14-79; Ed Voynow, 87-14-73, 
and E. R. Erskine, 80-7-73, for a total 
of 308. 

Second low net foursome was 310, 
scored by H. K. Clark, New York 
Sun, 108-27-81; R. M. Hartsing, 
88-12-76; Marvin W. Harms, Premier- 
Pabst Sales Company, 109-30-79; and 
Robert H. Flaherty, 99-25-74. 


Detroit Has Phone 


Directory Contest 


With the new issue of Detroit’s 
telephone book, Telephone Directory 
Advertising Company announces a 
contest in which $1,500 in prizes is 
offered. 

The sentence, “The yellow pages of 
your telephone directory tell where 
to buy any commodity or service” 
forms the basis of the contest. En- 
trants must find an advertiser in the 
yellow section for each letter of the 
sentence, and write a 50-word essay 
describing an experience in which 
i yellow section was found help- 


Thomas H. Beck to Speak 


Thomas H. Beck, president of 
Crowell Publishing Company, New 
York, will be speaker at the first 
fall meeting of the Women’s Adver- 
tising Club of Chicago, to be held 
at Chicago Woman’s Club the evening 
of Sept. 17. 


Total 
(Including 
7” _ City Retail General Automotive Financial Classified 6 Legal) — 
: ~~ 9935 671,679 286,480 117,147 30,639 243,685 1,517,347 
*Albany ......1934 782,631 276,439 124,694 55,467 246,682 1,822,067 
Diff —110,952 +9,041 —7,547 24,828  —3,097 —304,720 
ei 1935 1,053,683 163,010 100,792 12,189 286,380 1,634,360 
pS ee 1934 1,087,707 187,526 90,022 8,852 1,659,692 
oe Diff —34,024 —24,616 +10,770 + 3,337 _ 25,332 
1935 414550 ~ 99,746 4,878 21 
Albuquerque ..1934 360,604 76,603 7,560 588,945 
Diff + 54,046 + 23,143 —2,682 __ + 84,576 
~~ ~-—*«<44935 +1, 123,463 313,440 95,384 34,463 394,311 1,975,187 
*Atlanta ..... 1934 300,990 141,501 46,304 308,168 
Diff + 12,45 —46,117 —11,841 + 86,143 
eee: ws 64,55 32,598 1,864 49,384 
Atlantic City. .1934 53,372 33,414 874 51,156 
Daft 2,950 + 11,180 —S816 +990 —1,772, 
1935-1, 420,431 417,080 154,955 30,661 481,032 
*Baltimore 1934 1,442,364 448,331 236,042 27,785 476,252 
Dift 1,933 —31,251 —81,087 + 2,876 +4,780 —141,646 
~~ 1935 275,346 127,609 41,746 1,901 100,370 558,953 
tangor ...... 1934 288,816 94,829 53,057 2,848 $1,051 531,516 
Diff —13,470 +32,780 —11,311 —947 + 19,319 7,437 
1935 781,103 54,515 25,716 t 
Birmingham ..1934 706,836 96,741 21,562 1,170,824 
Diff + 74,267 —42,226 + 4,154 +85,224 
1935 2,116,794 205,187 57,406 568,272 3,793,394 
**Boston ..... 1934 2,284,433 270,326 49,663 562,027 4,013,772 
Diff —167,639 —65,139 + 7,743 +6,245 —220,378 
1935 1,097,704 124,181 29,546 284,319 1.869.617 
Buffalo ....... 1934 1,118,194 156,723 36,110 268,420 1,902,868 
Diff —20,490 —32,542 —6,564 +15,899 ——33,251 
1935 278,981 42,975 4,573 70,875 518,733 
%Camden ..... 1934 274,831 58,563 4,818 66,968 522,290 
a Diff + 4,150 —15,588 —245 + 3,907 —3,557 
1935 555,348 138,208 54,649 17,898 113,467 881,261 
Chattanooga ..1934 516,216 110,874 54,848 15,422 117,744 $20,806 
Dift + 39,132 + 22,334 —199 + 2,476 —4,277 + 60,455 
1935 1,808,291 593,797 151,456 45,879 929,547 3,553,536 
*Chicago ..... 1934 1,841,689 709,223 209,787 50,752 897,607 4,009,893 
nice Diff —33,398 —115,426 —58,331 —4,873 +31,940 —456,357 
1935 1,015,385 338,540 104,950 31,634 391,003 1,890,896 
Cincinnati ....1934 1,023,824 302,666 125,106 24,472 383,670 1,871,420 
; Diff —8,439 +35,874 —20,156 +7,162 + 7,333 +19,476 
1935 1,268,472 379,368 161,680 33,268 364,089 2,215,034 
Cleveland ....1934 1,252,070 300,134 147,303 32,983 335,216 2,077,116 
___Dift + 16,402 + 79,234 + 14,377 +285 +28,873  +137,918 
1935 980,351 261,550 105,286 60,517 281,118 1,705,704 
Columbus ....1934 912,797 282,960 116,595 47,651 261,368 1,637,385 
___ Dif + 67,554 —21,410 —11,309 + 12,866 + 19,750 + 68,319 
365,394 95,572 29,863 382,622 2,305,581 
Dallas ....<.-. 338,890 123,236 19,755 320,391 2,147,714 
wel + 26,504 —27,664 + 10,108 +62,231 + 157,867 
209,145 79,403 29,627 301,853 1,499,345 
Dayton 243,981 96,787 17,408 300,680 1,760,719 
i —34,836  —17,384 + 12,219 +1,173 —261,374 
200,697 77,766 12,982 269,382 1,359,124 
ar 183,960 109,719 12,308 253,794 1,326,196 
+16,737 —31,953 +674 + 15,588 + 32,928 
i922=Sté~—é‘é‘«sL 219,463 963,546 
Des Moines.... 4,149 191,974 1,004,586 
+ 2,980 +27,489 —41,040 
< 29,616 591,304 2,532, 
* Detroit 411,394 39,631 511,573 
= ; + 49,702 —10,015 + 79,731 
rT 69,437 14,371 52,269 556,820 
Easton ....... 9: 67,853 7 12,948 40,570 490,156 
Diff + 29,394 + 1,584 3 + 1,423 + 11,699 + 66,664 
1935 410,318 128,792 6 2,895 142,130 732,556 
El Paso....... 1934 463,211 95,869 87,602 4,607 145,880 800,684 
7 Diff —52,893 +32,923 —42,196 —1,712 —3,.750 —68,128 
1935 425,390 189,657 57,175 3,702 160,635 887,096 
a gone tx ed 1934 398,666 143,425 97,912 7,073 155,855 842,527 
ee he Diff + 26,724 + 46,232 —40,737 —3,371 +4,780 + 44,569 
1935 781,116 164,627 96,210 19,887 148,036 1,238,776 
Evansville ....1934 766,728 140,244 103,707 18,735 150,413 1,205,611 
Diff + 14,388 + 24,383 —7,497 + 1,152 x 
1935 188,560 85,068 40,288 4,148 : 
Fall River..... 1934 214,333 74,717 55,919 4,002 12: 
Diff —25,773 +10,351 —15,631 +146 f 
1935 682,801 191,405 92,855 12,667 149,384 1,194,010 
Ft. Wayne....1934 596,112 135,180 90,398 12,188 121,170 982,958 
Dift + 86,689 + 56,225 + 2,457 +479 +28,214 +211,052 
1935 463,984 237,256 58,674 11,432 199,983 985,277 
Ft. Worth.....1934 492,656 244,285 88,197 8,424 166,735 1,003,326 
Diff —28,672 —7,029 —29,523 + 3,008 +33,248 —18,049 
1935 260,620 46,854 34,413 7,324 108,112 480,611 
Freeport ..... 1934 296,071 48,145 42,968 8,579 90,696 506,097 
Diff —35,451 —1,291 —8,555 —1,255 +17,416 —25,486 
1935 405,239 42,875 29,965 7,632 54,722 552,155 
NS Ee 1934 362,091 44,002 37,662 7,039 44,189 509,909 
Dift + 43,148 —-1,127 —7,697 +593 + 10,533 + 42,246 
1935 258,869 38,888 26,400 18,934 36,760 384,065 
Glens Falls... .1934 244,891 41,597 31,149 17,962 35,548 377,017 
Diff + 13,978 —2,709 —4,749 +972 + 1,312 +7,048 
1935 494,086 143,203 79,251 8,900 93,511 842,378 
‘Harrisburg ..1934 488,353 145,031 93,061 7,125 7,095 839,720 
Diff +5,733 —1,828 —13,810 +1,775 +6,416 + 2,658 
1935 845,058 223,733 106,371 31,582 169,941 1,411,152 
Hartford ..... 1934 868,178 204,597 120,805 31,474 154,906 1,394,413 
Diff —23,120 +19,136 —14,434 +108 + 15,035 + 16,739 
1935 864,510 270,045 90,977 14,454 369,184 1,621,438 
Houston ...... 1934 814,823 262,494 101,713 11,538 303,194 1,502,183 
Dift + 49,687 +7,551 —10,736 + 2,916 +65,990 +119,255 
1935 1,091,779 258,865 110,798 20,686 381,157 1,885,958 
Indianapolis ..1934 1,071,874 240,005 122,090 25,368 381,616 1,857,568 
Diff + 19,905 +18,860 —11,292 —4,682 —459 + 28,390 
1935 518,138 150,632 66,461 20,552 187,611 951,284 
Jacksonville ..1934 499,719 120,409 65,442 20,432 190,011 905,492 
Diff +18,419 + 30,223 +1,019 +120 —2,400 + 45,792 
1935 459,299 62,729 51,327 8,888 89,346 685,181 
Jamestown ...1934 407,922 71,556 51,440 9,724 85,167 665,922 
Dift + 51,377 —8,827 —113 —836 + 4,179 +19,259 
1935 398,375 71,305 43,026 4,066 54,527 576,926 
Johnstown ...1934 389,666 53,057 54,785 2,986 41,928 547,700 
Dift +8,719 +18,248 —11,759 + 1,080 +12,599 + 29,226 
1935 632,276 147,090 48,177 29,325 142,865 1,011,945 
Knoxville ....1934 522,853 115,268 55,711 24,479 108,137 834,161 
Diff +109,423 + 31,822 —7,534 + 4,846 +34,728  +177,784 
1935 1,724,504 488,226 132,217 45,183 905,727 3,299,499 
*Los Angeles..1934 1,552,176 472,602 210,699 45,650 $32,822 3,119,267 
Diff +172,328 +15,624 —78,482 —467 +72,905 +180,232 
FLouisville ...1935 989,459 274,005 107,734 46,058 276,093 1,702,282 
1935 216,911 61,804 49,217 4,001 33,395 369,508 
Manchester ...1934 237,611 63,886 56,189 2,334 30,439 394,925 
Diff —20,700 —2,082 —6,972 + 1,667 +2,956 —25,417 
1935 755,955 183,707 70,732 29,281 185,695 1,234,935 
Memphis ..... 1934 676,497 217,598 74,156 11,157 *160,396 1,143,131 
Diff +79,458  —33,891 —3,424 + 18,124 + 25,299 + 91,804 
1935 1,031,173 352,763 117,631 10,742 448,697 1,970,544 
*Milwaukee ..1934 961,302 295,903 131,653 20,345 514,625 1,935,026 
Dift + 69,871 +56,860 —14,022 —9,603  —65,928 + 35,518 
1935 1,000,828 308,868 99,707 15,411 334,192 1,784,511 
Minneapolis ..1934 923,003 213,665 103,664 12,354 296,730 1,575,317 
Dift + 77,825 + 95,203 —3,957 + 3,057 +37,462 + 209,194 
1935 1,243,306 454,539 119,816 36,048 252,997 2,132,890 
Montreal ..... 1934 1,385,563 486,532 136,657 50,911 249,075 2,329,478 
Diff —142,257 —31,993 —16,841 —14,863 +3,922 —196,588 
tMuncie ...... 1935 552,700 97,498 36,503 7,100 111,025 820,448 
1935 522,918 169,087 71,673 20,178 147,478 936,798 
*Nashville ....1934 455,693 182,435 72,488 14,486 120,188 851,831 
Dift +67,225 —13,348 —815 + 5,692 + 27,290 + 84,967 
1935 958,555 264,591 93,780 29,802 435,810 1,853,529 
Newark ...... 1934 1,030,802 303,039 132,333 36,133 265,135 1,864,056 
Diff —72,247 —38,448 —38,553 —6,331 +170,675 —10,527 
1935 1,391,250 325,901 92,852 69,666 594,391 2,583,118 
New Orleans..1934 1,354,887 321,961 98,521 15,908 480,669 2,344,045 
Dift + 36,363 + 3,940 —5,669 +53,758 +113,722 +239,073 
1935 3,898,849 1,366,088 190,753 182,417 862,084 6,530,346 
*New York....1934 3,533,575 1,498,224 214,188 155,165 852,108 6,285,008 
Diff +365,274 —132,136 —23,435 + 27,252 +9,976 +245,338 
935 469,124 206,504 54,686 18,233 238,400 1,307,475 
Brooklyn ..... 1934 599,802 227,825 65,832 23,290 319,628 1,462,936 
iff —130,678 —21,321 —11,146 —5,057 —81,228 —155,461 


AUGUST NEWSPAPER ADVERTISING LINEAGE FOR 1935 AND 1934 IN LEADING CITIES 


Total 
(Including 
City Retail General Automotive Financial Classified — Legal) 
1935 339,406 47,343 5,808 37,823 487,739 
Niagara Falls.1934 $27,320 92 9,287 33,962 474,899 
Dift + 12,086 9 + 3,861 + 12,840 
1935 689,705 2, 315 336,002 1,280,044 
Oakland ...... 1934 646,657 190,970 16,832 305,861 1,270,687 
Diff +43,048  —18,818 —3,517 +30,141 +. 9,357 
1935 724,993 210,345 9,611 237,218 1,257,555 
Okia. City..... 1934 693,842 211,082 7,919 222,605 1,261,861 
Dift + 31,151 —=7 37 + 1,692 +14,613  — —4,306 
7 1935 748,474 244,628 2,678 189,957 1,270,464 
*Omaha ...... 1934 671,006 211,401 3,668 163,658 1,164,409 
Dift + 77,468 + 33,227 —990 + 26,299 + 116,065 
ee 1935 1,206,659 286,854 117,013 7,210 258,043 1,888,636 
ee anaes 1934 1,034,271 190,082 114,625 6,872 204,994 1,642,227 
bift + 172,388 + 96,772 + 2,388 +1,338 + 53,049 + 246,409 
*Perth Amboy. 1935 161,151 44,611 31,979 9,116 18,048 276,009 
1935 1,880,846 586,894 155,737 49,664 521,094 3,284,740 
Philadelphia ..1934 2,073,489 664,750 201,711 33,309 601,057 3,552,483 
Diff -—192,643 —77,856 —45,974 + 16,355 + 20,037 —267,743 
A 454,260 135,043 65,075 6,843 144,162 809,705 
Phoenix ...... 1934 433,613 120,804 105,011 7,889 124,271 793,726 
Diff + 20,647 +14,239 —39,936 —1,046 +19,891 + 15,979 
oe 1935 1,589,680 369,099 118,864 9,722 348,641 2,573,455 
*Pittsburgh ..1934 1,702,421 369,831 145,837 6,444 296,825 2,620,436 
Diff —112,741 —732 —26,973 + 3,278 +51,716 —46,981 
1935 774,960 286,010 89,896 13,813 334,613 1,501,871 
Portland ..... 1934 709,805 226,193 101,907 12,220 1,345,884 
Diff + 65,155 +59,817 —12,011 + 1,593 + 155,987 
1935 291,188 116,679 31,896 1,544,206 
Providence ...1934 27,3 240,336 147,073 29,984 1,586,006 
Diff —54,130 +50,852 30,394 +1,912 +1,474 —41,800 
1935 614,323 139,806 72,526 10,419 132,274 1,018,977 
Reading ...... 1934 762,146 134,114 104,677 10,827 112,011 1,174,270 
Diff -—-147,823 +5,692 —32,151 —408 + 20,263 —155,293 
1935 773,403 215,621 $3,427 22,691 291,661 1,421,564 
Richmond ....1934 765,993 200,483 122,753 26,240 265,274 1,418,915 
Diff + 7,410 +15,138 —39,326 —3,549 + 26,387 + 2,639 
1935 1,172,390 340,390 163,791 53,217 357,007 2,396,190 
*Rochester ...1934 1,123,449 313,945 179,455 45,697 317,831 2,290,083 
Dift + 48,941 +26,445  —15,664 +7,520 + 39,176 + 106,107 
1935 668,605 244,645 118,078 18,837 239,323 1,299,799 
Salt Lake City.1934 644,968 179,856 149,079 25,207 217,051 1,231,864 
Diff + 23,637 +64,789 —31,001 —6,370 + 22,272 + 67,935 
1935 751,522 248,785 84,874 29,332 360,330 1,485,096 
*San Antonio. .1934 689,655 228,831 101,478 24,524 287,144 1,339,859 
Diff + 61,867 +19,954 —-16,604 + 4,808 +73,186 +145,237 
1935 1,056,762 257,661 25,078 361,256 1,835,800 
San Diego..... 1934 912,286 275,267 25,657 256,952 1,617,249 
Diff +144,476 —17,606 —579 +104,304 +218,551 
1935 —-1,203,386 432,651 48,093 715,095 2,564,931 
*San Francisco.1934 1,184,274 452,041 45,161 626,208 2,527,579 
Diff +19,112 —19,390 + 2,932 + 88,887 + 37,352 
+Schenectady 1935 675,016 118,225 9,487 145,212 1,037,028 
1935 778,085 307,302 16,756 564,023 1,766,498 
*Seattle ...... 1934 810,684 281,213 17,185 422,116 1,679,135 
Diff —32,599 + 26,089 —429 — +141,907 + 87,363 
1935 439,530 129,202 ~~ £308 100,433 725,840 
Sioux City....1934 387,124 110,392 951 668,289 
Diff + 52,406 +18,810 —15,209 2 _ +57,551 
Sr 1935 645,139 139,656 85,565 1,088,845 
South Bend...1934 642,912 124,895 88,727 149,939 1,051,730 
Diff + 2,227 +14,761 —3,162 —9,101 + 33,739 + 37,115 
rpmae 1935 566,843 210,893 75,002 25,302 227,101 1,115,117 
Spokane ...... 1934 492,765 150,174 93,596 20,300 164,132 960,443 
Diff + 74,078 +60,719 —18,594 + 5,002 +62,969 +154,674 
1935 1,045,279 350,297 109,917 18,200 444,263 1,977,591 
Bt. Deus. ..65. 1934 1,149,403 306,173 138,062 12,271 476,742 2,088,810 
Diff —104,124 +44,124 —28,145 +5,929  —32,479 —111,219 
Soo" See 1935 790,552 309,757 103,192 28,131 299,897 1,556,423 
1925 834,524 277,876 129,979 22,922 262,482 1,724,750 
*Syracuse .1934 790,914 258,508 151,052 35,493 240,788 1,581,637 
Diff + 43,610 +19,368 —21,073 —12,571 +21,694  +143,113 
~~ —~—~«aABHSSCSC«G, 3B 160,960 65,727 12,324 260,539 968,222 
Tacoma ...... 1934 445,678 122,613 84,272 14,076 213,675 $87,170 
Dift + 20,660 +38,347 —18,545 —1,752 + 46,864 + 81,052 
1935 798,263 169,993 103,179 19,878 172,958 1,286,741 
ToleGe 2.66605 1934 664,209 167,090 86,840 22,280 165,864 1,111,605 
Diff +134,054 + 2,903 + 16,339 —2,402 +7,094 +175,136 
1935 1,526,756 468,859 136,051 34,584 733,971 2,916,835 
Toronto ...... 1934 1,646,301 522,503 195,338 81,859 690,272 3,141,196 
Diff —119,545 —53,644 —59,287 —47,276 +43,699 —224,361 
| PPS: 1935 266,907 72,831 32,971 4,975 53,921 459,412 
ae 1936 636,184 139,477 55,742 12,319 171,386 1,029,587 
WME. 606 Sn 1934 588,231 122,416 85,534 12,605 199,633 1,009,176 
Diff + 47,953 + 17,061 —29,792 —286 —28,247 + 20,411 
1935 324,246 92,474 46,434 13,594 45,302 533,763 
Trenton ...... 1934 323,290 88,814 58,591 14,899 48,768 547,267 
Diff +956 +3,660 —12,157 --1,305 —3, 466 —13,504 
19385 2,407,532 505,162 175,234 27,823 803,787 3,972,297 
*Washington...1934 2,085,387 503,222 245,726 35,829 627,380 3,560,079 
sees Diff ; +1,940 —70,492 —8,006 +176,407 +412,218 
1935 391,523 272,597 73,521 296,213 2,427,797 
Westchester 1934 378,374 261,046 84,556 306,981 2,601,711 
Group ...... Diff —149,794 + 13,149 +11,551 —11,035 —10,768 —173,914 
1935 807,603 208,710 76,435 8,223 279,330 1,445,416 
Wichita ...... 1934 671,465 257,779 112,624 4,954 244,955 1,336,732 
Diff +136,1388 —49,069 —36,189 + 3,269 +34,375 +108,684 
193 1,238,422 218,603 94,180 9,462 141,831 1,744,129 
Wilkes-Barre. 1934 1,225,816 197,397 151,185 12,665 136,722 1,747,630 
Diff + 12,606 +21,206  —57,005 —3,203 + 5,109 —3,501 
1935 733,041 217,533 126,729 16,708 177,131 1,308,861 
Torcester ....1934 733,460 238,103 153,729 17,595 163,820 1,351,514 
aaasenen Diff —419 —20,570 —27,000 —887 +13,311 —42,653 
1935 703,111 149,527 104,142 14,495 173,375 1,147,647 
Youngstown ..1934 625,489 144,753 88,740 10,302 131,406 1,012,596 
Diff + 77,622 +4,774 +15,402 + 4,193 +41,969 +135,051 
1935 76,265,429 22,287,989 8,186,478 2,042,177 24,661,091 136,976,497 
Totals .......- 1934 71,908,811 20,673,945 9,577,242 1,908,581 21,556,169 128,781,007 
Dif€ + 4,346,618 +1,614,044 —1,390,764 +1,133,596 +3,104,922 +8,195,490 
*The American Weekly” lineage included. 
+Not measured in 1934. 
1“Press Union,” morning and evening, sold in combination. Lineage of one edition, 
evening. as shown. 


2“Globe,"’ morning and evening, sold 

evening, is shown. 
*“Courier,’’ evening, 

“Courier’’ only is shown. 


and ‘Post,” 


morning, 


in combination. Lineage of one edition, 


sold in combination. Lineage of 


“Evening News” carries the same amount of advertising as the “Patriot.” 
6“'Tennesseean,” morning and evening, sold in combination only. Lineage of morn- 


ing edition only is shown. 


—Media Records, Incorporated. 


McGehee Addresses Club 


Francis N. McGehee, national ad- 
vertising manager of Cleveland 
Press, explained the results of the 
Press “bathroom inventory” at the 
first fall meeting of the Women’s Ad- 
vertising Club of Cleveland, held 
Sept. 10. 


Gaines Transferred 


J. G. Gaines, of the central sta- 
tion division of General Electric 
Company, Cleveland, has been ap- 
pointed manager of the southwestern 
district of General Electric’s special- 
ty appliance department. 


Azoy to Conde Nast 


A. C. M. Azoy, formerly in the pro- 
motion department of New York 
Times, has joined the promotion 
staff of Conde Nast Publications, Inc. 


Geare-Marston Named 


Geare-Marston, Inc., Philadelphia 
and New York, has been appointed 
advertising and merchandising coun- 
sel for Fownes Brothers & Co., New 
York. Plans for increased activity 
on men’s gloves, as well as women’s 
fabric and leather gloves are under 
way. Class and women’s publica- 
tions will be used. 


Pemco Appoints 
Portable Elevator Mfg. Company, 
Bloomington, Ill., has appointed 
Ford, Browne & Mathews, Chicago, 
to handle advertising of its new bot- 
tled beverage cooler and dispenser. 


Loblaw Appoints 


Loblaw Groceterias, Inc., Buffalo, 
has appointed Armand S. Weill Com- 
pany, Buffalo. 
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Bing Crosby’s 
Brother Gets 
Job on Radio 


New York, Sept. 13.—Bob Crosby, 
little brother of the famous Bing, 
but chosen solely on his own merits, 
will be featured in the first Ameri- 
can radio series of Roger & Gallet, 
French manufacturers of extracts, 
sachets, toilet soaps and lip pomade. 

Arrangements were made by W. 
E. Johnson, vice-president of Mar- 
schalk & Pratt, Inc., who has just 
returned from France where the 
plans were completed. The broad- 
casts will begin Oct. 25, occupying 
the 8:15 to 8:30 spot Friday eve- 
nings on the basic Blue Network of 
the National Broadcasting Company. 

In signing for this program, 
Roger & Gallet almost double their 
advertising expenditures in America 
for the period. The radio campaign 
is entirely supplementary to the 
magazine activity launched early 
this year and which continues into 
December, when it is expected the 
1936 plans will call for carrying on 
the work in these _ publications. 
Roger & Galiet have employed space 
advertising consistently for a num- 
ber of years. 

The new radio program will be 
framed around Bob Crosby and his 
orchestra. The younger Crosby, in 
his early twenties, has been on the 
air before as a guest but never with 
a national sponsor. His voice is 
characterized as “romantic bari- 
tone.” He has achieved consider- 
able popularity among the younger 
set, his career having started in col- 
legiate circles. 


Buffalo Club Holds Show 


The Greater Buffalo Advertising 
Club will hold its second annual ad- 
vertising exhibit at Hotel Statler 
Oct. 15-18. 


Rob Voss With Duffy 


Rob Voss has joined John J. Duffy 
Studios, New York, as a member of 
the sales staff. 


Maine Requires 
Registration 
of Cosmetics 


Augusta, Me., Sept. 12.—Under the 
new cosmetic law passed by the 1935 
legislature, and superseding that 
which aroused such a furor a year 
ago, all products intended for beau- 
tification aids must be registered 
with the Bureau of Health, Depart- 
ment of Health and Welfare, by Jan. 
1, 1936. 

The registration fee is 50 cents, 
compared with $1 under the old act. 
Household and toilet soaps are ex- 
empt unless they are represented as 
made for treatment of disease. Medi- 
cated soaps must be registered. 

The department is authorized to 
refuse certificates of registration or 
prohibit the sale of preparations 
which contain injurious substances 
in dangerous amounts. The depart- 
ment will issue temporary certifi- 
cates pending investigation of any 
preparation. 

After Jan. 1, 1936, any cosmetic 
sold without registration will be 
liable to seizure. 


Verne Tucker Starts Firm 


Verne Tucker, for the past five 
years manager of the sales promo- 
tion and direct mail departments of 
Campbell-Ewald Company, Inc., De- 
troit, has established an agency in 
his own name at 2842 W. Grand 
Blvd., Detroit. 


Kingsbury to Sugar Group 


Fred Kingsbury, former advertis- 
ing manager of Chris-Craft Corpora- 
tion, Algonac, Mich., has been ap- 
pointed advertising manager of the 
Farmers’ and Manufacturers’ Beet 
Sugar Association, Saginaw, Mich. 


Meinsinger Starts School 


Fred J. Meinsinger, Detroit com- 
mercial artist, has organized the 
Meinsinger Foundation of Applied 
Art, at 1216 Maccabees Bldg., De- 
troit. The fall session, offering com- 


plete courses in commercial art, com- 
mences Sept. 16. 
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HAT effect did Hugh Johnson and NRA have on chain 
store growth ? ? ?? Are the Independents getting more 
??? Is Joe 
Doaks loyal to private-label brands when he has money in his 
? What happened to your brand in Cleveland in 
? What’s the grocery business all 


This is the third inventory. It compares identically with one 
conducted in November 1933, and another in June 1932. Its 
amazing accuracy has stamped it as the greatest study of con- 


sumer grocery buying habit ever conducted. (Ask your agency 
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ADVERTISING AGE 


September 16, 1935 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


PHOTO-OFFSET 


ECONOMIZE!! Reproduce Sales 
Letters, Price Lists, Bulletins, Testi- 
monials, Diagrams, Illustrations, etc. 
600 copies $2.50; add’l hundreds 20c. 
Cuts unnecessary. Samples. Laurel 
Process, 480 Canal St., New York 
City. 


POSITIONS WANTED 


COPYWRITER — ADVERTISING 
ASSISTANT or may do editorial 
work. Young college man “ready to 
go” for agency, ad manager, etc. 
Anywhere, your price. Address Box 
627 ApvertTisine Ace, Chicago. 


Advertising Salesman — AGENCY 
AND PRODUCTIVE SALES ExX- 
PERIENCE, Engineering education. 
Age 34, married. Seeking position 
with Magazine, Trade Publication, 
Newspaper representative or Adver- 
tiser in Chicago, New York or Phila- 


delphia. Contacts and References 
furnished. Address Box 628, ApveEr- 
Tistinc Acre, New York. 


I want to work for YOU. No, I 
haven’t had any experience on the 
firing line yet—but I’m READY NOW 
to prove myself to be a good invest- 
ment to the advertising executive 
who will let me hang up my hat, roll 
up my sleeves, and “perspire” in his 
interests. I’ve had four years of ad- 
vertising training at leading univer- 
sities. I’m 22, clean cut and can give 
the best of references. When may 
I see you, sir? Box 629 ADVERTISING 
Acg, New York. 


BBB Head Dies 


George Winthrop Hodges, 66, presi- 
dent of the New York Better Busi- 
ness Bureau, which he founded, died 
Sept. 5 at New York Hospital after 
a long illness. 


Appoints C. H. Day 


Clifton H. Day, previously with 
Wolcott & Holcomb, Inc., and Walter 
B. Snow & Staff, Inc., has been ap- 
pointed vice-president of Frank T. 
Day, Inc., Boston agency. 


Carter-Thomson Named 


Carter-Thomson, Philadelphia, has 
been appointed to handle advertising 
of Moore Push-Pin Company, Phila- 
delphia. 


Miss Dougherty Resigns 

Kathryn Dougherty has resigned 
as publisher of Photoplay, New York, 
effective Oct. 21. Ruth Waterbury 
is acting as the publication’s chief 
editorial executive. 


A. M. Willcox Named 


A. M. Willcox, formerly of the ad- 
vertising departments of Arts ¢€ 
Decoration and Printers’ Ink, has 
been appointed advertising manager 
of Real Estate Record, New York. 


Lyman to Addison Vars 


Richard C. Lyman, formerly with 
Stewart, Hanford & Frohman, Inc., 
Rochester, N. Y., has been named di- 
rector of the newly established radio 
department of Addison Vars, Inc., 
Buffalo. 


Joins Associated Sales 


Albert E. Conkey, formerly on the 
copy staff of Brooke, Smith & 
French, Inc., Detroit, has joined the 
creative department of Associated 
Sales Company, Detroit. 


Stensgaard Adds Two 


William L. Huston, for many years 
with D. F. Keller & Co., and George 
L. Prater, formerly head of a sales 
planning and display service in St. 
Louis, have joined W. L. Stens- 
gaard & Associates, Chicago. 


“H ey, 


you forgot 


Girl steeplejacks have no time nor opportunity for needlework. 


Underwood & Underwood 


Yes, there are girls who work as steeplejacks, just as there are girl steno- 
graphers, nurses, teachers, cooks, barbers, undertakers, factory and mill 
hands, railroad laborers, longshoremen, paper hangers, and doctors. 


Ten million altogether, who work in gainful occupations. 


Ten million, who do not keep house, but who read the general women’s 
magazines. They dilute the market amazingly. 


Home Arts-Needlecraft eliminates these ten million. 


It prints no fiction. 


Tt confines its editorial appeal to needlework, foods and cooking, housekeep- 
ing, home decoration, and similar related home arts. 


It is read by homebodies—700,000 homebodies—nothing but homebodies. 


They are the women you want to reach. 


HOME ARTS 


New York Chicago 


NEEDLECRAFT 


Boston 


San Francisco 


Los Angeles 


Ready-to-Mix 
Cocktails Get 
Test in Jersey 


Scobeyville, N. J., Sept. 12—In a 
test campaign being conducted in 
New Jersey newspapers, Laird & Co., 
distillers of applejack brandy, are 
marketing a new line of ready-to-mix 
cocktails using two other nationally 
advertised products as ingredients. 
One of the new preparations makes 
no use of the Laird product. 

Advertising will be extended to 
metropolitan New York, Pennsyl- 
vania and other markets as soon as 
distribution is seeured. At present, 
the cocktails are limited to two 
varieties, a brandy Manhattan and a 
Martini, but it is planned to add 
other types later. 

Martini & Rossi Vermouth, dis- 
tributed in this country by W. A. 
Taylor & Co. with the Richardson, 
Alley & Richards Company as adver- 
tising agents, 1s combined with 
Laird’s applejack to produce the 
Manhattan, and the same Vermouth 
is packaged with Fleischmann’s gin, 
whose advertising is handled by J. 
Walter Thompson Company, to pro- 
duce the Martini. 

The names of these ingredients 
and their percentage content are 
mentioned in all advertising and on 
labels. Laird & Co. alone bear the 
advertising expense. 

The package consists of a glass 
bottle, shaped like a cocktail shaker 
which contains the base liquor. In- 
serted in this bottle and anchored to 
the screw cap is an inner vial con- 
taining the supplementary ingre- 
dient. One bottle makes approximate- 
ly ten drinks. 

Copy is addressed to amateur bar- 
men. Characteristic headlines are, 
“Now you can make a Martini or 
Manhattan that rivals the barten- 
der’s best!”, and, “Gives amateur 
bartenders the professional touch!” 

Advertising for all Laird products 
is handled by the United Advertising 
Agency of New York. Nat Wildman 
is account executive. 


Grossfeld Resigns 


Edward A. Grossfeld has resigned 
as advertising manager of Alfred 
Decker & Cohn, Inc., Chicago, effec- 
tive Sept. 15. Previously he was ad- 
vertising manager of The Hub, Chi- 
cago, and for several years operated 
his own advertising service. 


Zeisig Appointed 
Edward F. Zeisig, active in the in- 
dustrial advertising field for the past 
17 years, has joined the industrial 
advertising staff of Klau-Van Pieter- 
som-Dunlap Associates, Inc., Mil- 
waukee. 


James A. Devine, 


Agent, Dies at 48 


James A. Devine, 48, president of 
the New York agency bearing his 
name, died suddenly last week of a 
heart attack. 

Mr. Devine entered the advertising 
reg Bs 1902 and founded his agency 
n ; 


Parkes’ New Office 


Holcombe Parkes, advertising di- 
rector, Norfolk & Western Railway, 
has been named president of Shen- 
andoah Valley, Inc., Staunton, Va., 
of which organization he was for- 
merly vice-president. 


Tracy, Inc., Appointed 


W. I .Tracy, Inc., New York, will 
handle advertising of Vigny and My- 
on perfumes for Al Rosenfeld, Inc., 
New York. This agency also has 
been appointed for the account of 
Wm. Wise & Son, Inc., Brooklyn 
jewelers. 


Flaherty Joins Outdoor 


Robert H. Flaherty, formerly ad- 
vertising manager of Anheuser- 
Busch, Inc., St. Louis, and prior to 
that, an executive of D’Arcy Advertis- 
ing Company, Inc., has joined the 
sales department of Outdoor Adver- 
tising, Inc., Chicago. 


Rambeau Adds Reed 


Dwight S. Reed, formerly with 
Batten, Barton, Durstine & Osborn, 
Inc., has joined the sales staff of 
William G. Rambeau Company, radio 
station representative, at Chicago. 


LiviNG ROOM 
14-0X 20° 6” 


12°0x 17-0” 


Suites in a residential 
hotel that recommend 
themselves to account 
and other advertising 
executives who wish to 
live in the heart of New 
York's advertising dis- 
trict, one minute from 
152 agencies. Unusually 
large rooms, closets, 
windows (see floor plan). 
Note that suites have 
serving pantries and 
some have fireplaces. 
The Roger Smith res- 
taurant in The Winthrop 
serves club breakfasts 
beginning at 25c, lunch- 
eons from 50c and din- 


ners from 75c. 


Telephone Wickersham 2-1400 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE. 
NEW YORK CITY 


A ROGER SMITH HOTEL 


5 
eee at SS SS A LT 
bere l | | 
7 | } A 
Sine ees Po Z | 
: a RN emits | 
vs q 
; ley) * Shy | (4 
SINGTGSTN ae Sh 
| 4 ON Aye fig 
q f Z 
a 
Ye ‘i. =r 
Sate cee sah ooo ——$——$$____— | Hind 
She “ | oe 
? : i | Sh AP ot ; 
Misi ease | CB 
ae a i e : —- >= | 
rae sae 
ne ear 
ie eee 
PR Ens, Le et 
al ete oa in ee On 
Die See: — | 
ei) Mate 
ea Pas a 
Weta 7 -—— es 
a ee | | 7 
pc ees oe | 
is eigen 
pee aS 
oe P| BATH 
een eee 
ee. 
ae ce BED Room 
eas PS 
Ue Salons 
RA 65 ae ae =—[[===$_-SSSS>>>>>_»"_—=—>>>»"x*=]_au_=aya_=_u_uaa————=—=———a=—={=[{["—"aqEq{~xe[_"]aq{_]———_————_—=—eq——[—eEq—]{_]_[__—_<_—_*_——_>===S=====SS=====___=_>=_== 
Rickie ier ac a 
ApS anne ey 
. % * | 
‘ i ; | 
lf ' 
7 fe 
Ma i 
= | age ee ; | 
Sh ea be 
es Sn eta . ; 
mi “hase - nn ii 
ee ge a : 
ies eee " : 
he : ‘J : 
ier ras | 
Rp 
ue hg Bae | 
ae Ss ne : : : es 
eG et . 
Por aes See 
Ds Dawe iar. : 
: : 
i : . 
TOS © ae ‘“ ’ ¢ 
ee eee 
Pile oe caine | > | 
0 on <4 | 
eas a : \me 
aa | <~ \ 
aii a “C¥ your | 
, di ° \ ek : , = 
ee ae 
ee. ee 
ear 
re 
sain tna. a 
a ee | 
rege ss eae 4 
pes ERS ics } 
er ame 
She eee ae } 
ere 
/ ; i. 
if 
| Po a Pe a a a 
} 
| 
ee em 
” < ie ” a a a > i 
7 Pn)! ee I eA ak ee te ee | os Ee Se, as Ona ie tos eee Freel ee Thee Ue et ae ie ae ne ante ae ap eshe er at: F ky ker er . oe - ¥ 
Pe on es Ee tara ara es) de Te <8 Ny | aa CS oo aig he oo A loot 3a lee a ara gee) Me ee OR GS oy en ca er eae oe (1S Sc MER ALS ae oe, eee uae, eign Si at 7 ¥ pee oe Ean Sd ta a 
Bape oR oo ie ec co a Say EE a mn ee a ee ee SE PR ERS IR Re ing | LUT ed Ug es Crean POETIC ane OPI ee Iie 
ress were. heath ek , ie a a $ Nas Y na ey ie a Re PKE . a Sr Li ism x ae varie ual Bi eee Ree ers ears os gen rose, eM Sis oa sis an ¥ aN a> a re ELE, > Shh 4 ioe .: as 5 mA yh 2 
OS Sd Dee Pani ata a Ry eg ras Wie ith Rat ig, oh ort. Pree PBR ee ap US aca eA ah cag Ta eee ; Poe EEE Pes ee te ee eT (Care eRE On Fi SA Ee: pee ee cr Pekin age er at he et Mey, ete ae Se meets os Su Saag i oN at s : ck i Ral ie eens NO lar 
aa ae Sa oanunlas TERR rhe See PAG ae ee lie SE a His ON ake meee ae penny Geng emaers 0 gars Shuler oe enema BNA Sere cee Be cep apammgties 1y  T ele ety pean a Es ae ay PO EET yee ec ee i ea Re eR mii ws AS TA SS oo ne NG ee Ra Sh i Ors (al ik Anna ge 
Ma es Was Be se ns GI Rang SNe ce 2 te a even ae goa Tae aa eee ge", Sa RE oc toh 5 ee ne aa) aA ee eR meair in fbi) oc, cena Seats ee Se apy Ses Sie Sg ee Oe emi By Race POR ry Fa pny A ley as a eR ec ah ca gee pes ees 
cae "1 iact's Paap NE 2 san oe ee eo ea Ps igcakee: 5, age era oe bat oe ocea  er gaNegyse Soot, Se ere Os See a a Bie AC oer epee a : ees 
ey, OE ae TOG DIS GRS CLrree aR Ae Ca ek ee ie tte da Mr ae ee anger amis vis Oe ye Thorius iS al OA ea Maar Ui GS Sig sea guatg | Ma Sa ad ak Ne cone I Seeegcet, F ae ey Raia tk oo es 
aie ae att ae ie Pere CH sa hee Oe ee er ee oa gia ngmhmertaanay ee” Mie Sa 9 ? a Vsite ss ., brea a oo ey REA pia a ates DRS i a SY gO Ane MUR Sim eS yr eo Ms ne Ra a eaE TS OSS TIR fe ne ee NCL eset ean LN Per a ey ees 


‘VE. 


September 16, 1935 


ADVERTISING AGE 


CO-OP CAMPAIGN 
BY BANKS URGED 
AT F. A. A. MEET 


(Continued from Page 1, Col. 2) 
regard insurance as one of the most 
stable and dependable forms of in- 
vestment. 

“The depression has _ probably 
taught the banker his shortcomings 
in public relations, but he has not 
profited by it,” Mr. Fry asserted. All 
advertising must make an appeal to 
readers in as dramatic, simple and 
understandabk fashion as possible, 
he said, citing the advertising of 
American Telephone & Telegraph 
Company and Steinway & Sons as 
cases in point. 


Shrouded in Mystery 

“The banking business, on the 
other hand, has always’ been 
shrouded in mystery,” he continued. 
“Bankers themselves have cultivated 
that attitude. Too much mystery 
easily may lead to mistrust. The 
most striking opdortunity of all is 
now offered the commercial bank, but 
for generations most advertising by 
this class of bank has been confined 
to erecting a granite temple and pe- 
riodically issuing a cold financial 
statement—intended as a lure to de- 
positors. 

“If I were in the business of lend- 
ing money I would expect the number 
and quality of my loans to flourish in 
direct proportion to the number of 
prospects interviewed. You can’t do 
business with people who are fright- 
ened away.” 

Much advertising contradicts fun- 
damental salesmanship and is a 
waste of money, Lewis F. Gordon, 
public relations director for the Citi- 
zens and Southern National Bank, 
Atlanta, Ga., told the convention 
yesterday. 

He Has a Flair 


“Advertising has been called 
printed salesmanship,” he said. “Yet 
a great proportion of it goes directly 
contrary to this accepted principle by 
talking about me and my company 
and my product and how good it is 
and how reasonably priced and so 
on, ad nauseum. A salesman with 
that line of approach would be 
thrown out of the best offices, and 
believe me such advertising is 
thrown into the best wastebaskets. 

“No nation in the world has ac- 
complished so much through adver- 
tising as the United States. No na- 
tion has wasted so much money in 
advertising. 

“Within the average business man 
there is a latent flair for authorship, 
a conscious instinct that were he able 
to abandon sordid commerce he 
could bring joy and education to an 
uninformed world through his ca- 
pacity for thought and his command 
of expression. 

“This restrained impulse too fre- 
quently finds its outlet in the com- 
plete assurance with which he in- 
sists on preparing his own advertis- 
ing. He knows his business better 
than anyone else; he built it; he 
knows what to say about it. Between 
instinct and egotism he becomes his 
own advertising man, just long 
enough to decide advertising gets 
no results. 

“There are just as many cents in 
the dollar spent for advertising as 
the dollar spent for personnel or 
supplies. Either let it be well done 
or don’t do it at all.” 


is a talkie slide Film 

made by expert showmen 

Seared to your selling objective 
Ta ProLre OmpDe 
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4618 AGO 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ARI 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Bivd., Chicago 


Donaldsen B. Thorburn, assistant 
vice-president of the Bank of Amer- 
ica, San Francisco, told the F.A.A. 
that the banking business is lucky it 
passed up the flood of advice to each 
banker to “speak out in meeting” in 
institutional advertisements. 

Taking a lusty swat at the “self- 
appointed guides, counselors and 
friends” who vociferously urge bank- 
ers to “take the public into their con- 
fidence,” Mr. Thorburn asserted that 
“there is need for banks to win back 
more of the public favor than they 
enjoy at present. But defensive ad- 
vertising by individual banks is not 
the way. 

“There is a need for public educa- 
tion on banking. But it is a job for 
all banks, to be undertaken in uni- 
son. The mechanics of the plan are 


of secondary importance. What is 
of primary importance is that if any 
such cooperative campaign be under- 
taken, every single bank in the 
United States subscribe to it, so that 
the representations of the campaign 
are the representations of all the 
banks and not those of a few spokes- 
men carrying the load for their col- 
leagues.” 

Pointing out that the primary 
sales efforts of banks must now be 
turned from securing deposits to 
finding productive uses for bank 
funds, Mr. Thorburn asserted that 
“there is as much logic in merchan- 
dising bank services for a bank as in 
merchandising grocery products for 
a grocery store. It is merely a mat- 
ter of acquainting the effective de- 
mand with the supply.” 


Mr. Thorburn warned also that “a 
move to tax display space in the 
publications of our state (California) 
is mirrored in the legislative activi- 
ties of many other states, and in 
some has succeeded. . . None of us 
wants to have advertising expense 
increased by unwise taxation, and it 
looks as if that is just what will hap- 
pen to us unless we can discover 
what agency is behind the move that 
is going forward simultaneously in 
so many sections of the country. 
There must be a directing head of 
this movement.” 


Gardner Joins Ingalls 
J. H. Gardner, head of his own 
agency in Boston for several years, 


has joined Ingalls-Advertising, Bos- 
ton. 


Petry Names Smith 


Earle Smith, recently with the 
sales department of Don Lee Broad- 
casting System, San Francisco, has 
resigned to open and head the San 
Francisco office of Edward Petry & 
Co., radio station representatives. 


Tri-Art Organizes 
Tri-Art Associates, handling adver- 
tising art, package and product de 
sign, and photography, have opened 
offices at 344 Delaware Ave., Buffalo, 
in charge of A. M. Urquhart. 


Howe to Morgan 


Frank B. Howe, Los Angeles news- 
paperman, has been appointed pub- 
licity director for Raymond R. Mor- 
gan Company, advertising agency of 
that city specializing in radio. 


ITS POPULATION DOES NOT 
CHANGE EVERY 4 YEARS! 


Porutar conception has it that Washington's 
population undergoes a complete change with every 


Didieabitaieetien. 


Executives and employes of the Government and 


private business 


ments are not elected every 
four years . . . Washington is 


their home! 


There may be a new Presi- 
dent . . . and new Congress- 


men and Senators .. 


are only a minute portion of 
the city’s population. Workers 
and department heads in the 


various divisions of 


ernment are permanent em- 
ployes . . . 95,000 strong... 
Most of them are civil service 


people .. . Lifetime 


safe, certain incomes... no 


establish- 


tion turnover in Washington than in most other cities 
...@ feature that makes Washington one of the most 


stable markets in the U. S. 


Its retail sales per capita are the highest of any city 
in the country! 


Number. 


- but they 32,656 Trade. 


24,689 Servants. 
the Gov- 


jobs with 243,853 Total 


OF WASHINGTON’S 243,853 GAINFUL 
WORKERS 10 YEARS of AGE and OVER 
(1930 Census) 
Occupation. 
52,358 Clerical Occupations. 
46,658 Manufacturing & Industrial 
Industries. 


27,169 Professional Services. 
25,793 Personal Service. : 


18,591 Transportation and 
Communication. 
13,818 Public Service. 
1,08! Agriculture. 
84 Extraction of Mineral. 
56 Forestry and Fishing. 


layoffs, no sudden dismissals. 
The employes of private businesses share in the sta- 
bility of working conditions assured by the city’s 


largest industry .. . 


The United States Government. 


The fact is that there is probably a smaller popula- 


In this highly attractive mar- 
ket The Washington Herald 
has achieved the largest 
morning and Sunday circula- 
tion of all Washington papers. 
Among the families in the city 
and suburban area, it reaches 
1 out of 2 Daily and 1 out of 
1.5 on Sunday. 


The Herald’s cooperation with 
advertisers consists of apply- 
ing its detailed knowledge of 
the market, plus its facilities 
for cooperation to each par- 
ticular problem . . . there is 


nothing cut and dried about it 
. . » conceived from the Sales Manager's viewpoint 
. » » more sales at lowest possible cost. 


Write or phone for a representative. 


The Washington Market—1,000,000 people—consists of the City of Washington and 28 contiguous Virginia 
and Maryland Counties. Here the Herald reaches 1 out of 3 daily—2 out of 5 Sunday. 


THE 


Paul Block and Associates © 


New York 


Boston 


Philadelphia Chicago 


os 6 OCS @ 6.4) 6 Oe 


Detroit Cincinnati 


WASHINGTON HERALD 


Mr 2 oa 101,234 e .. . 195,242 


National Advertising Representatives 
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ADVERTISING AGE September 16, 1935 | 


Advertisement ) 


BROADCAST REVIEW OF THE MONTH 


PREMIERES LISTED —Tta! National Advertising Expenditures 


of Two Groups of Advertisers 


FOR NEW-RENEWED | BOR Pepsin | 
NBC FALL BUSINESS 


New Contracts 


Sept. eee Malted Milk Corp., ex 
Fridays, inclusive, 7:30-7:45 P.M., 
WIZ Blue network. 
Sept. 6—True Story Magazine, Fridays, 9 :30- 
10 P.M., WEAF Red network. 


TONIGHT AT A NEW TIME 
ON A NEW STATION 


PALMOLIVE PRESENTS 


“Yove Me Forever” 


paancia v WHITE 


as a 8 
Sept. 0~ ean eeren Genesee, Sundays, PALMOLIVE SOAP *: 
: "a ue network. 
Sept. 10—Swift & Company, Tuesdays, 10-10 :30 INSIDE A MERCHANDISING GOLD MINE 
P.M,, WEAF Red network. a Tiisis ail ais Mitinten del Is in NBC’ - HOW C-P-P DOES IT 
Sept. 10—Wheatena Corp., Tuesdays, Thurs- ®, ere'’s gold on them thar display panels in s Merchandising rah 
days, | a eee A Laat 330 «P.M., &e Exhibit Room in RCA Building, Radio City. On large swinging panels To announce the change in time and 
aden Oe her ge = ; es Le are exhibited thousands of samples classified into the basic radio NBC network of the “Palmolive Beauty 
Sept. emical Company, Mondays, ” “ “ . 
9:30-10 P.M., WEAF Red network. * merchandising methods. Not shown in the illustration are a novelty Box Theatre” to the public, the sponsor 
Sept. 18—Lite Savers, Inc., Wednesdays, 8-8 :30 + show-case containing samples of air offers, etc; a large display win- used spotlight ads in 196 newspapers 
P.M., WJZ Blue ‘network. 60 a ee a 2 E d * . ° . . ® ? a . located in 142 cities f tt t 
Gent. 83—~Bestt & Downs, Saterdage, Sanders. A ow illustrating current window displays which properly tie-in with a a 
5:45-6 P.M., WJZ Blue network. * NBC programs. This room is visited yearly by hundreds of NBC There were six insertions over a period 
Sept. Oe eter Convene, Teeter ool, of a * = client and agency executives. Take a trip through this “gold mine“ of four weeks. A total of 1,000 lines wee 
WJZ Blue and WEAF Red networks. a le at an early date. Similar displays in Chicago and San Francisco. used in each paper. Full-page ads in trade 
Sept. 25—General Foods Corp., Wednesdays, 2 publications also advertised the pro- 
10-10:30 P.M., WEAF Red network. % : Age 
Sept. 29—Radio Corpazetion of America, Sun- 0 * ' . grams change. This is one of the largest 
P.M., WJZ Blue network. 1928 1929 1930 1931 1932 spotlight campaigns to be used by a 
Sept. 2 Better, Sree Pa af ae. M4 radio sponsor in recent months. 
t. 30—Ralston P Compa Mondays, ’ 
ert Wednesdays, Fridays, 6:30-5:48 P.M. RADIO'S RECORD SINCE 1928 
7 a ser iia sin In the 150 leading national advertisers from 1928 to 1933, there FRANCIA WHITE 
days, to Fridays, inclusive, 3 :45-4 are 22 companies which used network radio throughout. In It was the silken-smooth quality of Miss White's lyric soprano 
P.M., WEAF Red network. that list, th 2 aie eal ho Pine saa ae age ht 
Sept. 30— American Home Products, Mondays, oe came Het, Chere ave 9 companies which never used net- voice in the singing role of Jenny Lind in “The Mighty Barnum”, 
0 P.M., WEAF Red network. work radio at any time during this period. In these 29 non- Twentieth Century release, that attracted radio officials. Al- 
Oct. 1~ American Home Products, Tucedays, users, there are 22 companies closely comparable (on the basis ready a favorite on the West Coast, Francia White is considered 
WJZ Blue network. of types of business represented) to the 22 consistent radio a radio find by NBC Artists Service. 


Oct. 1—General Foods Corp., Tuesdays, 9 :30- % id fi . 
os Wan biee’ ctmorke users. The solid line shows what happened to the total na 


Ot iD. L. & W, Cml Go. Tact, tional expenditures of the 22 national advertisers who used 
Wednesdays, Thursdays, 11:15-11:30 radio in addition to newspapers and magazines; the broken 


A.M., WEAF Red network. a. . “ 
0 4—Elgin National Watch Company, Fri- line represents the total national expenditures of the 22 na- 


days, 10:30-11 P.M., WEAF Red net- tional advertisers who did not add radio to their newspaper 


iat o—Lidens Inc., Sundays, 5:45-6 P.M., and magazine schedules. If the use of broadcast advertising * 
F Red network. strengthens and protects the use of other mediums, there must 
Oct. oe Pepsodent Company, onde : . : . 
Wednestavs, Fridave 65:30 be a reason. When national advertisers not only increase their 
WEAF Red network. radio expenditures but also keep up at a high point their use 
Oct. 20—The Pinex Company, Sundays, 3:15- iums—it's fai ; ' 
gee Dar Suriy. Senters. of other mediums— it's fair to assume they are getting enough, 


Oct. 25—Roger & Gallet, Fridays, 8:15-8:30 added business to justify their decision. 
P.M., WJZ Blue network. 


Renewed Contracts HONEYBOY AND SASSAFRAS 


Sept. 1—Andrew Jergens Company, Sundays, To a sponsor interested in a versatile and enter- 
9:30-9:45 P.M., WJZ Blue network. taining script show, NBC’s Artists Service heartily 
Sept. me A : Ti Sener, Seadave, 7345-8 _——- recommends “The Assassins of Sorrow’, another 


Sept. 15—American Radiator Company, Sun- 
days, 7:30-7:45 P.M., WEAF Red net- 
work. 

Sept. o-saw Foods Corp., Sundays, 7-7 :30 

P.M., WJZ Blue network. 

Sept. 30—John H. Woodbury, Inc., Mondays, 
Wednesdays, Fridays, 7:45-8 P.M., 
WJZ Blue network. 

Oct. 1—The Texas Company, Tuesdays, 9:30- 
10 P.M., WEAF Red network. 

Oct. 2—Bristol-Myers Company, Wednesdays, 
9-9:30 P.M., WEAF Red network. 

Oct. 3—Pacific Coast Borax Company, Thurs- 
days, 9-9:30 P.M., WJZ Blue network. 

Oct. 4—Colgate Palmolive Peet Company, 
Fridays, 9-10 P.M., WJZ Blue net- 
work. 

Oct. S—Dr. Miles Laboratories, Saturdays, 
9:30-10:30 P.M., WJZ Blue network. 

Oct. 5—Shell Eastern Petroleum Products, 
Inc., Saturdays, 9:30-10:30 P.M., 
WEAF Red network. 

Oct. 5—P. Lorillard & Company, Saturdays, 
7-7:15 P.M., WEAF Red network. 

Oct. 6—Standard Brands, Inc., Sundays, 7 :30- 
8 P.M., WJZ Blue network. 


name for Honeyboy and Sassafras. Their program 
of naive humor and hilarious situations is adult en- 
tertainment—the type of offering that makes a 
wide, home appeal. 


FIRST: NETWORK AIREAS—SECOND: A TIME-TABLE NBC JOINS THE ARMY 

In “Network Aireas’ NBC gave a thoroughly sound and conservative measurement of the For the first time in radio history, NBC has just demonstrated that it is 

total number of radio families reachable through NBC networks. This was the “how many possible to broadcast to the world the descriptions and sounds of an actual 

and where” side of radio's circulation story. The next logical step was to furnish figures on the engagement on a battle front. Seventeen tons of equipment, valued at 

availability of radio listeners from early morning to late at night. This has now been accom- $50,000 and manned by a crew of 23 ers, engi s, observers and 

plished by NBC with the publication—for the first time by any advertising medium—of a technicians, rolled on the battlefield during the United States Army maneu- e 
complete “‘time-table“ which enables the advertiser to look into radio homes in the four vers at Pine Camp, New York, and broadcast from all points of the simu- 

time zones and find out what goes on in{these homes and when. This searching analysis of lated battle front. The latest type of short wave and ultra high frequency 

radio's half-hourly variations was particularly designed to meet the demand for more factual equipment didn’t prevent the entire crew from being ruled “dead” at least 
information on daytime hours, including data which permit comparison with the evening hours. eight times by the umpires! 


GABRIEL HEATTER 


This widely known editor, author and commen- 
tator ‘will give “The Week-end News Review”, 
Saturdays and Sundays, beginning Sept. 21, over 
| er NBC-WJZ Blue network at 5:45-6 P.M, 
Scott & Bowne. Mr. Heatter skyrocketed to j 
oe apt omedeegpragta MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS 


series will appeal to the entire family group. NBC's Western Division announcers, left to right: William H. Andrews, chief announcer; Dresser Dahistead, Cliff Engle, Paul Gates, David Elton and Richard Ellers. 
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ADVERTISING AGE 


PHOTOGRAPHIC 


REVIEW 


OF THE WEEK 


HUNTER TRUCK CARAVAN ATTRACTS MUCH ATTENTION ON TOUR 


7 


ADMEN TURN UP WITH PLENTY FOR DINNER 


This group of admen went fishing off Freeport, L. |., a week or so ago, 

and apparently had plenty of luck. In the front row, left to right, 

are: Harry Kaley, Ethyl Gasoline Corporation; Sam Lansing, "Time"; 

Fletcher Lansing, “Literary Digest''; and Skipper Jack Sprain. In 

back are Jimmy Post, "deep sea broadcaster"; Wayne Bond; Carl A. 

Larson, publishers’ representative and official photographer; and 
Ted Davidson, American Radiator Company. 


ANOTHER DISTILLER GOES MODERATE 


says Sam uti Uagetieider Gresser 
JAMES CAAGK DSTI ee Omar Kin 


“DOB BLACK LAGEL CHESTERHILL WINCHESTER 


Perfectly balances é 


OOOO 
OOOO 
POPOL 


DOOOOUOOU 
+ + 


ee 


James Clark Distilling Corporation has placed a number of these 
"moderation" displays along arterial highways in its territory. 


BUILDING WILL ATTRACT CUSTOMERS 


Architect's conception of structure on upper Michigan Ave., Chi- 
cago, which will house the showrooms and offices of Zenith Radio 


Distributing Corporation in about a month. It will be finished in 
white and black, and will be floodlighted at night. 


A photograph of the caravan sent 

on a tour of New England early 

this month by Hunter Baltimore 

Rye Distillery, as it passed Colum- 

bus Circle, New York, at the start 

of its trip. Dorrance, Sullivan & 
Co. were in charge. 


IS SALES HEAD 


Edward F. Hudson, formerly sales 

manager of the Western division 

of The Best Foods, Inc., who has 

been appointed general sales man- 
ager of the company. 


PUT IN BOTTLES 


Emerald green jars made by 

Owens-lllinois are now being used 

for Texaco upper cylinder lubri- 

cant, as an aid to display at 
stations. 


ADDED DRAMA FOR SALESMEN'S PORTFOLIOS 


NNN __—__—__ 


This dramatized photograph, made for Phoenix Hosiery Company, 
Milwaukee, by Pohlman & Rogahn Company, is being used in sales- 
men's portfolios and in newspaper advertising. 


THREE GENERATIONS OF AGENTS GATHER 


Frank Presbrey, chairman, Frank Presbrey Company, New York 

agency he founded 40 years ago, is shown here with his son, Charles, 

president of the agency, and his grandson, Charles S., 17, who is 

learning the business during school vacations. They are looking over 

plans for the larger offices they will occupy at their present address 
about September 20. 


THE GREATEST WHITE TRUCKS IN 95 YEARS 


Introductory four-color spread for the new White line of fully stream- 
lined trucks. The company's campaign was described in the Sept. 9 
issue of "Advertising Age.” 
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Read what Woodbury men 


ELIEVING in strong advertising support for salesmen, 
jobbers and dealers, Woodbury was quick fo see the 
sales power of Tus Week. As Robert V. Beucus, advertis- reperted te headquarters 
ing manager of this long established, progressive com- about THIS WEEK 
pany says in his letter, “twenty-one great newspapers “The reaction 
couldn't be wrong.” 


vertising.”’ 
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Therefore, “we put our money info the first issue of 
THis Weex and have been in it ever since.” 

Results have justified Woodbury’'s decision. That ad- 
vertisement in the first issue “is still breathing—inquir- 
ies are still coming in five months after its appearance 
.-. the inquiry cost has been low; lower, in fact, than we 
had anticipated.” 

The reason for these results is no mystery. THIS WEEK's 
circulation is concentrated where the selling is done— 
on the average it has 3 to 5 times more coverage than 
most national magazines. But, long life and low inquify 
costs don’t come from coverage alone—TuHis WEEK's 
4,250,000 families read it—keep it—and respond fo it. 

Naturally, with such support, Woodbury salesmen 
say Tuis WEEK is “magazine advertising with an undis- 
puted local effect.” Woodbury dealers “are readily im- 
pressed because of their acquaintance with the local in- 
fluence of the newspaper’—and because it moves goods. 


Woodbury is one of many pioneers in the advertis- 
ing pages of TuHis WreEK—-modern merchandisers who 
early saw the advertising value of this combination of a 
first class magazine with first class newspapers. Their 
experience is important to every maker and seller of 
national brands who wants volume at a profit. 


Woodbury’s results show what happens when a 
worthy product ties into the real sales power of THis WEEK. 


CLYDE E. RAPP, Detrdit, Michigan 


“I believe ‘THIS WEEK’ has helped my 
sales presentation of Facial Soap to a 
very great extent ...On one occasion 
after ng my "THIS WEEK’ to Mr. Jack 
Holiday of Joseph Horne Co., he came out 
the Monday foll g with Woodbury 
Soap mentioned in his ad.” 

V. E. HUSTON, Pittsburgh, Pa. 


it is ammunition when sell- 
ier as it is local advertising 
and every druggist realizes the great 
effect newspaper advertising has on the 
consumer.” 


“The Atlanta Journal is constantly ad- 
vertising ‘THIS WEEK’ magazine. I have 
had two druggists here ask me if we ad- 
vertised in ‘THIS WEEK’."’ 

GEORGE S. CARROLL, Atlanta, Georgia 


“...T have found it necessary to read 
this because dealers are re- 
ceptive to articles and fiction in it." 

B. H. SEIDEMANN, Indianapolis, Ind. 


“Today I sold two 25-gross orders and 
am enclosing one contract for tie-up with 
the next ad for the Progressive Grocers 
of Staunton, Illinois. The H. G. Hill stores 
in New Orleans contract was also tie-in 
with ‘THIS WEEK’.”’ 

A. B. MILES, St. Louis, Mo. 


“Il believe ‘THIS WEEK’ is a factor in sell- 
ing the consumer. I notice all three of 
my family reading it and following the 
stories. My oldest daughter has brought 
the paper to me and shown me our ad- 
vertisement.” 


H. C. HOOVER, Dallas, Texas 
“Personally I think I had some increase 
in sales of Woodbury Soap due to ‘THIS 
Weex’ Ads, in the better sections of the 
city." H. WEISS, New York City 
‘Most dealers know about how the news- 
papers are read in their market whereas 
hazy about the various magazine 


they are 
circulations. 
C. J. SCHUCK, Cincinnati, Ohio 


“The average dealer has shown more in- 
terest in ‘THIS WEEK’. . . than any maga- 
zine advertising brought to his attention. 
This I assume is due to its concentra- 
tion and the fact that he does read his 


per." 
JOHN W. HINES, Baltimore, Md. 


“Re ‘THIS WzEK’. I believe that it does 
good and I would like to see it continued.” 
Cc. W. CUMMINGS, Philadelphia, Pa. 
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